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Both Golf and Gallery Styling Up 


When the Golf Stadium Comes Into 


ever given tostyle in men’s shoes 

has come about through the an- 
cient and honorable Scottish game. 
There has been no activity in human 
experience that has so changed the 
style of apparel as this grand old 
game, which, starting as a more or 
less exclusive game in Scotland, later 
was taken up by those who 
wanted to be exclusive, and is 
now played all over the world by 
anybody and everybody. A big 
part of the game is the attire 
and no small part of the attire, 
in importance, consists of shoes. 
There is a vast amount of time 
spent by professional players in 
selecting shoes that are suited for 
the purpose of playing golf. 
Outside the crack players, shoes 
are selected more for their looks, 
but still with some idea of spe- 
cial service. And then, the gal- 
lery—there’s where wild attire 
and wild shoes are the wildest. 
Altogether the clothing and shoe 
trades owe golf a big debt of 
thanks. 

If you want to design a new 
idea in golf shoes, go to it—the 
sky is the limit. Put into the 
shoes anything and everything. 
Over in France alligator and 
lizard skins are seen in men’s 
golf shoes. England has worked 
up considerable enthusiasm for 
golf shoes made of real ostrich 
hide and quite a few of them 


Prerersives: the biggest impetus 


the Sport World 


have been seen on the smartly dressed 
golfers over there. The Britisher, 
though, goes in more for service, and 
one of the outstanding British golf 
shoes of the moment is made of 
scratch-proof leather. What next? 
Who knows! 

The boys in the Middle West have 
been exercising their ingenuity in 
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producing new and startling ideas in 
golf footwear. One of the wildest 
shoes seen on a popular course in 
that section of the country has a 
moccasin front with a blet going 
around the top of the shoe, running 
through little loops like the belt strap 
on trousers and fastening with a real 
buckle in front. Wild? Sure it is, 
but the wilder the better on the 
free and open spaces, where the 
divot diggers do their dirty work. 
To catalog all the various types 
of golf shoes now being sold and 
worn would take up as much 
space as that occupied by a stan- 
dard encyclopedia, and then some. 
Anything and everything goes. 
Rubber soles, rubber studs and 
spikes. Almost every week some 
new sole for a golf shoe is born. 
Go out and watch the golfers 
and see what they wear. Take 
a good look at the gallery, too, 
for there you will find some new 
and stimulating ideas in the way 

of footwear. 


HE National Open Golf Tour- 

nament played this year on the 
very difficult course at Oakmont 
near Pittsburgh, Pa., was not an 
un-shoes-ual event, for it brought 
forth shoes of all kinds. But it 
was an unusual event to the city 
and not only treated Pittsburgh 
followers of the royal and ancient 
sport to a splendid exhibition of 
golf but to an equally splendid 
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exhibition of almost every known 
type and shade of golfing footwear. 

In deference to the visitors it is 
well to start with them first, for Ted 
Ray and Aubrey Boomer and others 
from that distant clime wore English- 
made shoes, mostly brown in shade, 
and with both the rubber ground- 
gripping soles and with spikes. 
Spikes, it might be well to say, how- 
ever, came in quite handy on the Oak- 
mont course, as the first day of play 
was greeted with a continuous driz- 
zle until most of the spectators could 
be found supporting the same kind 
of rain protection as Ted Ray has in 
the accompanying photograph. 


HE moccasin type of sport shoe 
proved to be much in favor, due 
in a large measure to its comfort, and 
was worn by Bobby Jones in black 
and white and in brown and white, 
and was also widely worn by other 
golfers, although lesser lights. The 
mocassin could be seen on a number 
of the English and other pros as well. 
It was noticeable that among the 
players who were not so famous, and 
possessed of an amateur status, brown 
was most popular, both in all-brown 
and in brown and white combination 
shoes. It was in this category, too, 
that the rubber tread soles were most 
to be found. 

But, in short, a summary of the 
shoes worn at the open tournament 
discloses the fact that for comfort 
as well as snap the moccasin shoe, in 
black and white combination, both 
with and without spikes, seemed fore- 


most in the regard of the players. 

The color preferred by practically 
all the more famous golfers was black 
and white in combination, and these 
with spikes, principally because of 
the condition of the course and the 
naturally more firm grip they lend to 
the player as an aid to stance. 

Brown was the amateurs prefer- 
ence and the Englishmen preferred 
their own British-made shoe with 
steel heel caulks, but with a goodly 
number showing a flare for the moc- 
casin of American manufacturers. 

Johnny Farrell, who was given the 
Frankel prize of $1,000 for being the 
best dressed, and it can also be said 
the most popular, golfer, wore black 
and white shoes each day of the tour- 
nament, and preferred leather soles 
and spikes. 

The new champion, Tommy Ar- 
mour, wore black and white spiked 
shoes throughout the play and in- 
cluding the happy Friday, June 17, 
when he won out in the play-off 
with Harry Cooper, who wore black 





(Standing) Robert Tyre “Bobby” Jones, . 


retired National champion, wearing black 
and white leather soled golf shoes with 
Spikes. 


(Seated) Harry (Lighthorse) Cooper 
(left) and Tommy Armour (right) im a 
friendly pose after they had tied with 301 
on the final day of the match, necessitating 
a playoff in which Armour triumphed with 
76 strokes to 79 by Cooper. Black and 
white can be seen again, Cooper with 
rubber sole and Armour with leather sole 
and spikes 
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and white also but without spikes. 

The shoes worn by all the golfing 
stars of note on the globe, assembled 
for the notable national open pre- 
sented a striking sight to anyone 
whether interested in shoes or not, 
and to anyone so interested they gave 
an interesting and enlightening study 
of preferences, likes and dislikes of 
golfing shoes. 


HE selling of golf shoes is al- 
most a business in itself. The 
real player is most careful about the 
selection of his footwear and prefers 
to buy it where he knows he is get- 
ting a shoe that will give him the ut- 
most in service and comfort. Players 
have fads, of course, some of them 
holding out for the spiked shoe, 
others for rubber studs, some for 
composition soles, and still others for 
crepe rubber soles. Once a golfer 
becomes addicted to a certain type of 
sole on his golf footwear it is im- 
possible, or nearly impossible, to sell 
hint anything else. To cater to all 
:kifids of golfers a wide selection in 
types of soles is absolutely necessary. 
The most success in selling golf 
ashoes has been among those retailers 
~who have specialized in one or two 
types and who build up a reputation 
on these shoes. Once in the business 
of catering to golfers, it is easy to 
discover what they want. Much de- 
pends, of course, on the class of trade 
to which the store in general caters. 
It is obvious that a store handling $6 
shoes could not expect to draw much 
of a patronage on $12 and $15 golf 
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The styleful gal- 

lery at National 

Open, Oakmont, 
Pa. 


shoes. Generally, in the higher 
grades, golf shoes are designed with 
the idea of special service and com- 
fort first in mind. Special lasts have 
been devised for golf shoes and most 
particular care is taken in fitting. In 
the medium and lower grades, pat- 
tern and materials count for more, 
since such shoes are bought by those 
who play less frequently and by those 
to whom snappy togs mean more than 
the game. 

Not all golf shoes are worn by 
golfers. Golf, from the spectator’s 
viewpoint, is growing steadily and 
rapidly in popularity. The big meets 
bring out large galleries, in fact, one 
of the problems of the game now is 
to take care of the galleries in such a 
way that the spectators can get a 
good view of the players and still not 
interfere with them. Dressing for 
the gallery at golf is most important, 
and while golfing attire is correct, for 
playing and watching, more latitude 
in apparel is allowed the gallery. 


PORT clothes, in general, charac- 

terize the gallery at any large golf 
meet, and with sport clothes, sport 
footwear is absolutely essential. Golf, 
then, has contributed not only to the 
demand for shoes designed primarily 
for the players, but for the spectators 
as well. Golf, more than any other 
single game in our national life, has 
had a tremendous influence on clothes, 
an influence that is more potent right 
now than ever before. It is at golf 
meets and in private games on the 
links of the more exclusive clubs that 
new sports fashions are first launched. 
Style scouts haunt the Florida links 
in winter and the big tournaments in 
summer for new ideas that flash up 
from time to time. 

Two outstanding features of the 
current trend in golf shoes are the 
big demand for shoes of the mocca- 
sin type and the return of the wing- 
tipped shoe. The first, of course, is 
a development on the scientific side of 
the game. It has been found that the 


true moccasin, with the addition of a 
proper sole, or the moccasin type shoe 
is a mighty good golf shoe—that is, 
it gives the player the proper stance 
and firm footing that is necessary for 
good playing. The wing tip, though, 
is more or less of a style feature 
brought about by the desire for some- 
thing new. In the current vogue for 
combination leathers in sport shoes 
the white buckskin with a wing tip of 
tan or black calf, heel foxings and 
lace stays to match, is a prime favor- 
ite in the metropolitan centers. It is 
produced alike for players and gal- 
lery and falls into the class of all- 
around sport shoes. 

While the general trend in golf and 








Ted Ray, member of the British 
team is seen wearing a British 


shoe with leather soles, and 
brown in color 
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sports apparel, as exemplified in what 
the gallery and players have been 
wearing at recent meets, is toward 
more subdued patterns and colorings, 
such as small check and plaid knick- 
ers, solid color sweaters and hose, 
there has been no swing toward the 
ultra-plain in footwear. Golf shoes 
are still as ornate as fancy may dic- 
tate. Combinations of buckskin and 
calf probably lead, with the old stand- 
bys of elk-skin with the calf saddle 
still running strong. As indicated 
previously, new materials introduced 
into the sport or golf shoe category 
include the reptile skins, both real 
and imitation, and ostrich skin. Imi- 
tation python has been used on a 
number of sport shoes, designed more 
for the gallery than for the players, 
however. There is a big field for 
fancy and unusual leathers in golf 
shoes, and we have only begun to see 
its development. 


ANY of the golf shoes seen on 

the greens these days would 
have aroused unfavorable comment 
a few years ago, but so would have 
plus fours, tomato red sweaters and 
some of the hosiery. The day when 
the male creature who put a bit of 
color into his sartorial make*up was 
the butt of jokes has passed. The 
smart dressers can “get away” with 
almost anything—and they do. Get- 
ting the male interested in shoes for 
street wear that are a bit different 
from those he has been wearing is a 
difficult task, but when it comes to 
sports shoes he is easily led into the 
styleful paths that spell profits for 
shoe manufacturers and merchants 
alike. 

Doggy golf shoes make a hit with 
the young men, especially, and par- 
ticularly those who dress for the game 
and who are not so intent on getting 
a low score as they are in looking the 
part of the smart golfer. They form 
the crowd that buy the wild and glo- 
rious golf footwear, and it pays to 
play up to them. 
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A lady, a car, and a famous fashion-creative quartette. 
because of its fittings in snakeskin, captured the prize in Paris of “the finest car in the world”— 


it ts snake-skin lined throughout. 


moving-picture star. 


By cable we learn that this car, 


It is being driven by Mademoiselle Nadine, a French 
Left to right: P. Gogelein, Paris manager of Alpina’s; next, the famous 


Andre Perugia; next, the French ace and leather originator, G. M. Chapelle; looking through 


the door of the Picard car, Mr. Foujita, a famous Japanese painter. 


at the Place de la Concorde, Paris 


The picture was taken 


Perugia—Master Shoe Artist 


Tries His Hand at Popularizing Leather 


NDRE PERUGIA, the well- 
As shoe stylist of Paris, 
ame to the Hotel Plaza, New 
York, to catch the spirit of America 
and to reveal his latest contribu- 
tions to the adornment of women, 
principally footwear, but also bags, 
coats and many articles of snake- 
skin. 

This man lives in a creative 
world and thus gives scant atten- 
tion to accepted leathers or colors 
unless they are essential to color 
harmony, with silks or dress goods 
indicated for future adoption. 

For autumn Perugia chooses rep- 
tilian skins for daytime wear with 
preference bestowed on dark beige 
and mahoganies since they tone in 
with the autumn browns. Favor- 
able mention is made of watersnake 
and of lizard skins, although no 
reptile is disqualified for favor in 
his eyes. 

A slant on fall colors is seen in 
his indorsement of beiges slightly 
grayed and in tans bordering on 


for Every Apparel Need 


sables. Since his clientele is 
classed as the exclusives he sees no 
place for black patent leather or 
for black suéde which are regarded 
as staples. 

Perugia says no grays but thinks 
well of dark blues to be worn with 
street suits or dresses of navy blue 
and gives minor mention to dark 
greens, which are only given casual 
mention. 


OICING a general opinion held 

and unhesitating!y expressed 
throughout the world of fashion 
both here and on the continent, 
Perugia speaks guardedly of extreme 
fancies. His idea of a street shoe 
is in the nature of a slip-on pump 
type built up over the instep and 
carefully fitted with an unobtrusive 
elastic insert. 

Adaptations from the modernistic 
and from the Scotch have been dis- 
carded and in their place curving 
lines, bowknots and square heels of 


the Louis XV and XVI periods color 
his collection. 

Outstanding in the uppers for 
evening wear is soft pastel shades 
and white. Such are decorated 
sparingly with gold or silver kid. 

Satins are indorsed for evening 
wear in pastels, especially greens 
which Perugia personally indorses 
since greens are developing for 
evening wear. Embroidered motifs 
are sponsored since they lend a 
charm to evening shoes if artistic- 
ally applied. 

When asked about he new lasts, 
Perugia smiled while stating that 
his lasts had not been changed in 
six years. He placed emphasis on 
the fact that the form of a correct- 
ly designed last could not be 
changed like a skirt or any other 
garment since it bore the weight 
of persons, and, therefore, must be 
comfortable. 

The American tendency to create 
a multitude of new ideas in this 
country at the expense of good taste 
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The artistry of M. Peru- 
gia is apparent in this 


costume. The coat and 
hat are made of white 
Java  watersnake, by 
Jenny, the famous Paris 
couturier, and the shoes 
and bag are of the same 
material, fashioned, to 
carry out the ensemble, in 
Perugia’s Paris studios 


——— 


expressed in conservative styles did 
not meet with his approval, since 
his reputation has been made on 
smart newness and workmanship. 

As guests of Frank Hecht and 
Louis Friedheim on Wednesday 
afternoon, June 22, principals from 
their French tanning plant gave a 
two-reel movie of the conversion of 
reptile skins into leathers for com- 
mercial use. Beginning with beat- 
ing the bush and capturing the 
snake, the audience saw the vari- 
ous processes of sorting and of 
dressing snake skins for commercial 
uses. 
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The reels were run off in one of 
the ballrooms of the Plaza Hotel in 
the presence of leading men inter- 
ested in the shoe industry. Movie 
mannequins showed on the screen 
how to wear opera coats, sport 
coats, jackets, skirts, hats, shoes, 
driving gloves and to carry luggage 
of all kinds made from the skins of 
serpents. 

Still more interesting was the ex- 
hibit by Andre Perugia of a multi- 


———— 


This charming evening 
ensemble is the combined 
work of thecouturier 
Bechoff, who fashioned 
the wrap of pale pink 
metallized Calcutta lizard, 
with a matching chiffon 
velvet lining and trimmed 
with white fox, and of 
M. Perugia, who was re- 
sponsible for the matching 
bag and dainty evening 
slippers, both of the pale 
pink metallized Calcutta 
lizard 
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Of bolder design and ideal 
for sports or motor 
wear is this coat and hat 
of Indian python, origi- 
nated by Martial et Ar- 


mand. Perugia supplied 
the bag of lizard trimmed 
with python and the lizard 
shoes with tiny python 
skin bows. All photos 
courtesy of Alpina 


eS —— 


tude of articles made from the 
skins of reptiles which filled the 
ball room. Saddles and bridles for 
horses, dog collars, soft cushions, 
trimmings for automobiles, boots, 
shoes, purses, match boxes and 
most everything that has been made 
from leather. 

The sum and substance of Peru- 
gia’s attitude toward styles in shoes 
is away from I|’art Nouveau, and in 
the direction of restraint plus the 
elegance of the periods made fa- 
mous in history by the Louis—a 
neglect of old fashioned leathers and 
the adoption of reptilian skins for 
general wear. 
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“Sell What You Have” 


HIS is the time of the year for a merchant to 

sell what he has, to put every effort into clear- 
ing his shelves of one season shoes. To wipe out 
the errors of the past season, the weather disap- 
pointments and the fickle whims of women, it must 
bedone. It may be done at some measure of profit, 
but it must be done, whether or no. 

As clearances go, this season offers a greater 
opportunity for, the public to benefit than in any 
previous season. The public will get sweeter values 
and real styleful shoes. One shoe merchant asked 
four young ladies of his acquaintance to dress all 
in the light pastel colors and to serve as window 
dressings in his store. These models played the 
part of customers and by their example helped sell 
colored shoes. 

Another merchant played his colors for a profit 
by showing hose and shoes in harmony right 
through the store. Every display case and win- 
dow carried the double thought of beautiful colors. 
This mid-season has shown a nation-wide interest 
in the woven sandals at popular prices. The woven 
sandal type of mid-summer shoe has been the sur- 
prise number of the summer of 1927. It has played 
havoc with many sport numbers, and instead of 
being a speculation of the year it has been one of: 
the “sure fire” selling features. 

In distinctive dress whites have had a surpris- 
ing demand for the woman who wanted to be dif- 
ferent. Whites have sold so freely that they are 
ear marked for a real big national year in 1928. 
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It takes about a year of contemplation to bring 
about a national acceptance of whites. Those mer- 


’ chants fortunate enough to have whites on hand 


have a selling article at real profit figures during 
July and August. 

Merchants are finding out that the shoe busi- 
ness isn’t a continuous series of actions. Every 
hour doesn’t carry with it the joy of selling many 
shoes at a profit. There are ups and downs, but 
some stores are able to have a series of weekly en- 
thusiasms for new numbers. Shoes in linens, fancy 
fabrics and unusual summer numbers are going to 
be sold right through July and August. 

Meanwhile, merchants are coming to market for 
beautiful fall shoes in blacks, browns and new 
lustre leathers, because, while the process of clear- 
ance goes on, the problem of replenishment con- 
tinues. It looks like one of the most active mid- 
summers in the history of the trade. 


Refreshment Needed 


DEAS are not usually born in the midst of a 

working day. Within the store itself there are 

so many activities that are of a routine character, 

that the majority of shoe men find that their minds 

need refreshment through market visits and con- 
tacts. 

When as eminent a stylist as Perugia finds it 
necessary to come to America to get a new motif, 
there must be something in the theory of getting 
outside of business occasionally. 

One eminent French designer goes so far as to 
close up his business, shop and all, for a week dur- 
ing the English races, and sends his entire staff 
off for a holiday. It is spectacular, but it is most 
effective. It is talked about by everybody. 

The man who can’t get away from his shop in 
the ebb time of the year is losing some of the re- 
freshment of mind as well as merchandise that he 
needs. It matters not whether his business is in 
the wee thousands, or in the millions. 

There never was a better time than right now 
for contact with other shoe men, other shops and 
other trades. It is an acceptable practice for any 
shoe man visiting any city to make himself known 
if he needs further introduction, merely to say that 
he is a member of the RECORDER family and would 
like to meet his brother shoe men. That opens 
many doors and leads to the interchange of ideas. 
Why not try it? 


Searching for the New 


AS the inventive talents of an industry been 
passed on to new hands? During the machin- 

ery age every new method of manufacture and 
change was greeted with high acclaim. Then the 
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problem was mass production—everything to get 
the price low for maximum public utility. 

Then followed the day and age of the designer, 
who, on his pattern board, made outlines, some 
weird, some wonderful. Then the color men 
showed the fine differences between shades of tan 
and brown, every tone and color different, and 
strange to relate, sometimes in one bundle of skins 
every finished pelt was different. 

Then followed the printing arts, when design 
was implanted on the leather surface in everything 
from maps to checkerboards. 

Now comes the world-wide search for new 
things, new animals that are tannable. The Jap- 
anese shark, the vicious little animal, gives a flinty 
skin that has immense possibilities. The lizard as 
he comes out of his hole is seized for the prettiest 
leather for shoes that comes out of the jungle. A 
new rage for snakeskin has made all the snakes of 
the world conspicuous. Eve new uses the snake to 
tempt the eye of man. 

We now look forward to some tanning genius 
to take the giant butterfly of the tropics and show 
us what can be done 
with that delicate sub- 
stance. There is a 
world of activities in 
leather. It makes the 
average sample room a 
collection of everything 
tannable. Surely the 
fashionable world has 
much to thank the tan- 
ner for, for we now 
have everything from 
leather jewelry to leath- 
er.apparel on hat, coat, 
bag and shoes—all de- 
veloped by the love of 
leather that has come 
up from ages past. A 
man’s pocket articles 
are now leather fash- 
ioned. Isn’t there op- x 
portunity with all these 
things of leather for 
shoe stores to be leath- 
er shops in fact as well 


as in deed? 
ok Es ok 











doing. 
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something. 


and loyal friend. 


What brings a cus- 
tomer back to a shoe 
store? The shoes he or 
she buys from that 
store. If the shoes are 
satisfactory the custom- 
er returns for another 
pair—with a smile. On 
the other hand—or foot 
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The Reason Why 


SCHULTZ’S SHOE STORE 
Jefferson City, Mo. 

I read the Boot AND SHOE RECORDER more thor- 
oughly than anything else that comes to my desk. 
I enjoy every bit of it, because I use it to check up 
on myself and to find out what the other fellows are 


The merchant who takes the RECORDER and sits 
down and reads it through has just about covered 
the shoe field for that particular week, and I find 
that I get all the ideas out of the Recorper that I 
have time and opportunity to put into actual prac- 


Very truly yours, 
(signed) OTTO SCHULTZ. 


If you don’t know Otto Schultz you’ve missed 
He’s a good merchant, a live wire, a splendid 
Mr. Schultz always like to know what the other 


fellow is doing to make the retail shoe business 


successful and profitable. 
That’s where the Recorver fits it with his daily 
plans. It helps him to check up on himself. 


» ae eg 
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—if the shoes are unsatisfactory the woman cus- 
tomer returns with something far removed from a 
smile. The man customer seldom returns, how- 
ever. If he is mad about the shoe he stays away 
and nurses his wrath. 


Slippers—The Year 


Around 


BOUT this time of the year the average shoe 

store allows its stock of house slippers to run 
low. That time-worn saying: “There is no sale 
for slippers in midsummer,” seems to live on in 
spite of all that has been said and written to the 
contrary. Stores that carry and display slippers 
the year around have found them to be good sell- 
ers in July as well as in December. Many men 
who received slippers as Christmas presents last 
year are now casting about for new ones. The 
old ones are worn and shabby. Slippers wear 
out just as shoes wear out. Wise merchants will 
offer house _ slippers 
right along and get 
added sales through 
them. A _ suggestion 
worth repeating is that 
salespeople suggest 
house slippers with 
every sale of shoes. It 
is something like the 
“pair and spare” idea 
in hosiery. Everytime 
that old cash register 
rings out its merry peal 
a few cents profit are 
added to the sum total. 


* * * 





Most complaints of 
misfitting and poor ser- 
vice generally are trace- 
able to extra help, hired 
. for a special occasion 
or during vacation 
time. It is to be ex- 
pected that if a store 
employs extra help 
there will be a lot of 
dissatisfaction. The 
man who hunts a job 
usually is one who has 
not been able to make 
it stick in previous em- 
ployment. Greatest 
care should be taken in 
the hiring of temporary 
help. 
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Helen M. Haney, 
Executive Chairman 


Nothing Too Good for the Ladies 


Boston Entertaining the “Partners” of Shoe Business 


give the visiting ladies to the 
Boston Shoe and Leather Fair 
a jolly good time,” said President 
Buford H. Jones at a recent luncheon 
meeting of the hospitality commit- 
tee executives with the Fair execu- 
tives. With this as the inspiration, 
the Women’s Hospitality Committee 
have planned an entertainment pro- 
gram for the members of the fam- 
ilies of men buyers who are visiting 
“The Hub,” as well as for women 
buyers of shoes and hosiery. “The 
very best for the ladies” is the slo- 
gan, approved of by President Jones, 
Treasurer Charles C. Hoyt, Wil'iam 
H. Bresnahan, chairman of the Hotel 
Committee, and T. A. Delany, chair- 
man of the Men’s Hospitality Com- 
mittee. Therefore, with the thought 
in mind that “Nothing is too good 
for the American shoe woman,” and 
realizing that the visiting ladies 
have been sharers with their men 
folks in the woes as well as the weal 
of the shoe business during the past 
year, the Women’s Hospitality Com- 
mittee, aided and abetted by the ex- 
ecutives of the Fair, have decided 
to give the visiting ladies a three- 
day round of festivities; and they 
feel that the visiting men buyers 
will say “Bravo for Boston!” and 
will enjoy their one gala day with 
all the more enthusiasm. 
An attractive order of events has 
been planned by the following mem- 


S PARE no money nor effort to 


bers of the Women’s Hospitality 


Committee: Honorary chairman, 
Mrs. Buford H. Jones; executive 
chairman, Miss Helen M. Haney, 


associate editor of the BooT AND 
SHOE RECORDER; Mrs. William H. 
Bresnahan, Mrs. Thomas F. Ander- 
son, Mrs. Everett Bradley, Mrs. A. 
F. Bancroft and Miss Margaret 
Monahan, associate editor of The 
Shoe Retailer. 


T two o’clock on the afternoon of 
July 5, when the Boston Shoe 

and Leather Fair officially starts, the 
Women’s’ Hospita'ity Committee 
will open its registration records to 
visiting ladies on the mezzanine floor 
of the Statler, beside the men’s reg- 
istration booth. The colors of the 
Women’s Hospitalty Committee are 
orchid and white. As each visiting 
lady fills out the registration card 
which will be handed to her, she will 
be given a small orchid and white 
ribbon badge, and her name, address 
and trade affiiation will be recorded 
by the committee in their book, so 
that reservations may be made for 
the various auto and theater trips, 
luncheon, dinner, and bridge parties. 
The first afternoon and evening will 
be devoted to getting better ac- 
quainted. At nine o’clock on the 
morning of the next day, Wednesday, 
July 6, a Gray line bus trip of five 
hours to historic Plymouth, dinner 
at the beautiful Hotel Pilgrim, by 


the sea, and return to the Statler via 
Nantasket Beach, has been arranged. 
Return to the Statler will be made 
so that the ladies may see the Style 
Show in the evening. A section of 
the balcony of the Statler ballroom 
has been reserved especially for 
them. The next day, at 1 p. m., a 
Gray line bus trip has been arranged 
for Salem and Marblehead, with stop 
at the delightful and new Salem 
Country Club, where bridge, pro- 
gressive whist, and tea will be en- 
joyed, with return to Boston in time 
to attend the best theatrical show 
in Boston. There is only one re- 
quest that the Women’s Hospitality 
Committee would make of the wives 
and daughters of visiting buyers, 
and that is—PLEASE REMEMBER 
TO REGISTER ON THE AFTER- 
NOON OR EVENING OF JULY 5. 
In this way will the work of the 
committee be facilitated, and thus 
will any possible confusion about 
reservations for rides and dinners be 
eliminated. If late comers arrive 
on Wednesday or Thursday morning 
they should immediately report at 
the Women’s Hospitality Committee 
registration booth, if they wish to 
take part in the remaining part of 
the entertainment de luxe which has 
been arranged for the ladies. Guides 
will accompany the trips to both 
Plymouth and the North Shore, both 
routes replete with charming vistas 
and historical associations. 
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Check “Bad-Buys” Early 


Get the Shoes Out of the Store Quickly 


4 


1 2 3 
Women's Shoe Department 


—Maybe Profitably 


7 3 10 
4-3*4 6-5+6 i+5 2*6 


TOTAL INVENTORY 
ANO MARK DOWN 





The Greatest Little System of Checks and Balances. 


ments, with several buyers, it is 

quite necessary to have some sort 
of a definite merchandising check, 
for it is such a fast and hazardous 
undertaking. Volume must be kept 
up, turnover maintained and hard- 
moving merchandise moved. These 
things are often accomplished, but at 
a sacrifice of net profits. To get 
volume, to move bad buys, buyers 
sometimes take such terrific mark- 
downs that all the profits are liter- 
ally eaten up. 

To forestall any such catastrophe, 
the Wyman Store of Baltimore a 
year ago installed a system of checks 
that practically acts the same to the 
store as does a semaphore to a well- 
run railroad. This is not a compli- 
cated affair, as it is easily kept and 
easily understood. It represents an 
important addition to the manage- 
ment’s knowledge of the vital facts 
of the store’s progress. 

As graciously explained by Miss 


I: a shoe store of many depart- 


while the next column shows the total 
accumulative markdowns. In column 
No. 13 are the sales for the month, 
with the yearly sales to date in the 
next column. Column No. 15 is for 
the total markdowns and sales by 
the month and year. Column No. 17 
is the inventory at retail, and the 
last column gives the net accumula- 
tive markup by the month. This last 
column is the crux of the entire sys- 
tem. 

It is, of course, understood that 
the figures herein shown are not in 
any way indicative of the actual fig- 
ures of the store, but are merely 
given to illustrate the workings of 
the system. 

Now to tell how these results, 
other than the obvious ones, are ob- 
tained. For the purpose of making 
the explaining easier, the numbers 
of the columns will be used, rather 
than the designation. 

No. 3 added to No. 5 tells the cost 
of purchases for the year, also No. 4 


of these same purchases for the same 
time. 

Results in No. 7 are gained by 
subtracting No. 3 from No. 4 and 
dividing the result by No. 4. No. 8 
is obtained the same way—No. 6 
minus No. 5 and divided by No. 6. 

No. 9 is a result of No. 1 plus No. 
5, and No. 10’s total is No. 2 plus 
No. 6. 

Figures that make up No. 11 come 
from a “Daily Markdown Sheet” 
(See). This record is made in du- 
plicate by the buyer of the depart- 
ment. One sheet is turned in to the 
office, while the duplicate stays in 
the book for future reference. 

No. 12 is the total to date of these 
monthly figures. 

No. 13 and No. 14 are self-evident, 
as are No. 15, No. 16 and No. 17. 





HE last column seems compli- 
cated, but figure it out any cor- 
rect way and this. result will be 
proved to be absolutely accurate. To 

















S. G. Cook, the workings are as fol- added to No. 6 gives the retail value arrive at total net markup to date, 
lows: The inventory in take 100 per cent for the 
columns No. 1 and No. 2, base, deduct the mark- 
cost and retail, remains WYMAN down, which for February 
the same until the next DAILY MARK DOWN SHEET N? 250 is 44.44, or, 100 per cent 
physical count. Columns ‘aii «an SZ minus No. 8 equals the 
No. 3 and No. 4 are self- —_ Invoke | Former (New | | tour | COSt; multiply this by No. 
explanatory, as they show Reduced — Pree | Pree | Priee |" | reduction 12 and subtract No. 14; 
the purchases by the Ath hk. Saba divide this by No. 8 and 
month. The next two col- ae | : Ff ‘al sms me this gives the net markup. 


umns, No. 5 and No. 6, 
tell of the accumulative 
purchases to date. Col- 
umn No. 7 gives the per 
cent of gross profit made 
for the month, while the 
next column gives the 
average for the year, to 
date. Columns No. 9 and 
No. 10 have the total in- 
ventory and purchases. 
Column No. 11 is for the 
monthly markdowns, 
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The real object of this 
system is to arrive on 
Dec. 31 at some definite 
average mar ku p—take, 
for instance, 33 1/3 per 
cent for the entire year. 
This will necessitate get- 
ting more than 33 1/3 
per cent some months, in 
order to balance’ the 
forced sale periods. Should 
the cost of doing business 


—— 














be 28 per cent and if the 
[CONTINUED ON PAGE 31] 
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Profits on the Shelves 


Get Rid of Those Pairs Left Over Via 
the Routes Suggested Here 


66 HAT Am I Offered?” 
Sale—During a week have 
an “auction sale” of se- 


lected styles. Of course there is 
a possibility of folks thinking you 
are selling out in a case like this, but 
with the proper kind of advertising 
the idea ought to go over 
pretty good. Advertise it 
as “A Novel Method of 
Buying Shoes—D uring 
the week of between 
the hours of 8 and 12 
folks may put their own 
prices on our shoes. We 
are going to see just what 
valuation folks put on our 
shoes, and make it easy to 
own a pair at a price 
made by the customer.” 

In the window and in 
the advertising a figure 
like that shown above can 
be used. If possible set 
off a place in the store 
where all the shoes of- 
fered for sale under this plan may 
be assembled. 

Cyclone Sale—This allows for 
some action in illustration and the 
cyclone effect can be capitalized very 
effectively. 

Take the illustration offered above 
as the illustrative keynote. Then 
around town post notices reading, 
“Have You Felt the Cyclone?” This 
repetition is valuable. 

Then write your advertising sale 
story about like this: “We’re going 








Did you ever 
see such 
BARGAINS? 








Everybody associates Mr. Owl 


with wiseness 


to make this store look as though a 
cyclone had struck it. We are going 
to clear out our shelves because these 
prices are going to make everybody 
want a pair of our shoes. Every 


shoe over 60 days in our store is go- 
ing to be cleaned out.” 


An automo- 





A decorative idea that lends plenty of action to the plan of 


clearance 


bile with a siren on it and placarded 
might be utilized for publicity pur- 
poses. 

“Owl” Sale—The idea would be to 
stay open nights during the sale and 
get the two-fold meaning from the 
word “owl.” The owl could be given 
a “voice” and would say, “The man- 
ager said he was going to make this 
the greatest sale he ever had by get- 
ting the prices down lower than 
ever.” Or, “Did you ever see such 
bargains?” Or, “A month ago these 
shoes sold for $10 and $12.” Again, 
“500 pairs went yesterday. Got 
yours?” and, “Everything’s going 
fast. No worry about the stock be- 
ing too big now.” 

The display of shoes might be put 
all in one window and have the owls 
in the other window, each saying 
something about the sale. 

“Telegram” Sale—When a new 
purchase is made have the manufac- 
turer wire you as to when the new 
shoes will arrive; many of the mer- 
chants reading this will have a tele- 
gram that may be used as a reason 
for the sale. 

A telegram gets attention and 
supplies a valid reason for the sale. 

“Duplicates of the telegram may be 
printed to send out as advertising, 
and the advertisements in the news- 





papers would carry the telegram. 

Copy for the above is suggested as 
follows: “When our new shoes come 
in we want to have room for them. 
When the bills come in we want to 
have money to pay for them. We 
would rather have you have these 
shoes at a low price than 
to keep them. We make 
friends by giving every- 
one an opportunity to 
have two pairs of shoes 
instead of one.” 

Surprise Sale—In addi- 
tion to a reduced price 
the giving of a package 
with some accessory in it 
is a good feature. “Some- 
thing for nothing” always 
holds its value in getting 
folks to buy. 

Display the accessories 
in the window and in the 
advertisements and run 
copy like this: “You can 
use whatever is in these 
packages. It is an added incentive 
to buying, and we do this to promote 
a better feeling between ourselves 
and our customers. Everything is 
going to be sold at a greatly reduced 
price. Now is the time to get the 
pair of shoes you felt you could not 
afford.” 

Hourly Increase Sale—Start sell- 
ing in the morning at the lowest 
price and during the day make 
hourly changes upward. This will 
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The telegram lends authenticity 

and believability to the idea that 

buying as well as selling is also 
an art 
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accelerate business on the basis of 
“lost opportunity” reasoning. In the 
advertising the scale of prices can 
be shown. This allows an oppor- 
tunity of putting the price down un- 
usually low because the price ob- 
tains only for an hour. In the copy 
the sale can be called “Limited Sale” 
and the copy as follows: “Every 
price is a ‘sale’ price so that even if 
you buy during the last hour of the 
day you get a bargain. THE 
EARLIER YOU BUY THE BIG- 
GER THE BARGAIN.” 

“Annex” Sale—Many times there 
are vacant stores in a town that can 
be rented for a small amount and 
would be a good place to hold a sale 
in. The high-priced store that would 
rather not upset their regular busi- 
ness with a sale can go into a lower- 
priced district, perhaps, to get this 
lower grade trade. 

In the ad the location of the store 
can be shown in a map and the fol- 
lowing copy used: “The Shortest 
Lived Store in the City—This store 
will remain open until our stocks are 
disposed of. At the end of the 
month any shoes remaining unsold 





ae 








What am I offered 


SALE 




















Where did you ever see 

an auction sale that 

didn’t clean ’em out, tf 

it was bona fide? Try 
this 





will be given to the holders of 
checks. These checks will be num- 
bered up to 25 and will be given to 
each purchaser, and will entitle pur- 
chaser to one pair of shoes free on 
the closing day.” 

Salesman’s Sale—Give each sales- 
man a quota of sales to make or 
shoes to dispose of, and write your 
personal letters to friends and cus- 
tomers worded something like this: 
“T’ve got $1,500 worth of shoes to 
dispose of for $1,000. Any of my 


friends who buy of me at this time 
will save one-third on their shoes 


and allow me to fill my quota. This 
isn’t a hard job because the prices 
are peeled right down to the bottom, 
and I am planning to give each of 
my customers the very best selection 
possible. All I ask is that you come 
in right away in order to get the 
best.” 

In the newspaper advertising the 
salesman’s photograph may be shown 
and his story printed in !ong-hand 
and signed by the individual. This 
will give a personal slant to the idea. 

Free Dinner Sale—In addition to 
the regular reduction on the shoes 
on sale a dinner at a nearby restau- 
rant might be offered to out-of- 
towners. This is an added incentive 
to buy, very likely, and it will cer- 
tainly develop good will. Arrange- 
ments can be made with the restau- 
rant to furnish dinners to those pre- 
senting the store’s card. 

Bank Deposit Sale—It ought to 
be easy to arrange with the bank to 
give out at the store bank books with 
a deposit of $2 in each one. This 
amount would be deposited with the 
bank and all that is necessary is to 
write the person’s name in on the 
bank book, which they can take to 
the bank to go through the formali- 
ties of their signature, etc. 

“Magic Carpet” Sale—Get a few 
toy houses, trees, etc., to represent 
a village. Then above this village 
have a carpet suspended in the win- 
dow with some shoes on it that are 
for sale at reduced prices. At the 
far corner of the village have a sign 
stuck up, “Thrift Village,” and tilt 
the carpet downward toward that 
sign a little. This will make a novel 
display and an artist can work the 
idea up in the newspaper ads with 
surprising effectiveness. 

Inside the store another carpet 
may be arranged to carry out the 
thought consecutively. 

Airplane Sale—Hire an airplane 
to drop tickets entitling finders to a 
pair of shoes free. It may be 
planned to drop five or ten thousand 
tickets out of the plane, or more, and 
have only a certain amount bearing 
numbers that entitle holder to a pair 
of shoes. This is a stunt that has 
been practiced in large cities and al- 
ways attracts attention. The price 
for this stunt, we think, is only $25 
for the flight, and added to this is 
the cost of the printed matter, which 
ought to be slight and the idea ought 
to more than pay for itself. 

Companion Sale—Sell the bargain 
shoes at the regularly decided upon 
prices, but add to this a still further 
discount of a dollar to apply on the 
purchase of a pair of shoes out of the 
next season’s new stock. Have a 
nice-looking ticket printed up and 
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display it in the advertising with the 
caption: “Save on Two Seasons’ 
Shoes—An idea that has never been 
tried in this town before. It is more 
than ever worth while to patronize 
our sale.” ; 

Free Subscriptions Given With 
Every Pair of Sale Shoes—Arrange- 
ments can be made with publishers 
to buy yearly subscriptions to a good 
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The mountain didn’t come to 
Mohammed. He went to the moun- 
tain. Go where low prices are 
appreciated and sought. There is 
always interest in the new store 


assortment of magazines the scope 
of which will appeal to everybody. 
Then offer a year’s subscription free 
with the purchase of every pair of 
sale shoes. A central display of sale 
shoes in the window with the maga- 
zines arranged around the edges 
with window signs giving the cap- 
tions of the stories that appear in 
the magazines would be used. The 
captions might read something like 
this: “Read at Our Expense During 
Our Annual Clearance ‘What Our 
Movie Actresses Are Doing These 
Days.’ ” 

The same arrangement that ap- 
pears in the window can be incorpo- 
rated in the newspaper advertising. 


Check Bad Buys Early 
[CONTINUED FROM PAGE 29] 


markdowns force the average profit 
below that figure, a store is losing 
money. On the other hand, if the 
per cent of profit is too high, a store 
will suffer through loss of volume 
and prestige. 

One other valuable point to con- 
sider is the insurance feature. As 
the inventory is exactly known, 100 
per cent insurance may be carried 
with safety. This also entitles a 
house to the 10 per cent discount 
rate clause for being fully protected 
at all times. 
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What Is Selling at Retail 


. Covering the Entire Country in a Style Survey, 
Giving Positive Information 


ALTIMORE, MD.—White is one 

of the outstanding features in 
local footwear activity. Gradua- 
tion, greater participation in sports 
and other seasonal activities are 
stimulating the demand for this 
type of footwear. White kid, can- 
vas, buckskin and similar styles in 
plain and combinations are in good 
demand. At some of the stores 
half of the business being done is 
in whites. As the season advances 
greater activity is anticipated. Buy- 
ers and merchants look forward to 
a very good 
season in 
whites based 
on the assump- 
tion that the 
prevailing de- 
mand and fea- 
ture in wom- 
en’s costumes 
of white and 
light colors 
will create 
a correspond- 
ing demand 
for white foot- 
wear. 


pastel colored kid at 
Gude Shop, Los 
Cal. 


Hess’, 8 East 
Baltimore ——— 


Street, is fea- 

turing slippers 

of white kid with high 
arches and extremely nar- 
row heels; white antelope 
with patent leather; white 
fabric modes with a touch 
of kid for contrast. In the 
sports line this shop is 
offering white buckskin 


The plain pump has its place 
for dress on the West Coast. 
Here is a favorite model in 


Angeles, 
Priced at $12.50 





to all reports from local retailers. 
Sports shoes of white buckskin in 
Prince of Wales models and gore 
pump buckskins are leading offer- 
ings at the store of L. Slesinger & 
Son, 216 North Charles Street. 
White kid, buckskin and canvas 
models, plain and in combinations, 
including trimmings of various 
kinds, are featured at Joel Gutman 
& Company, Eutaw, near Lexington 
Street. Similar models and styles 
are also being featured at Hutzler 
Bros., Hochschild, Kohn & Co., 


oe me 


Among other fast-moving 


shoes in Philadelphia is this 

imported basket weave san- 

dal, shown by Geuting’s in 

their Market Street Style 

Shop. This particular num- 
ber sells at $12 


the 








The I. Miller shops in New 
York and Chicago, and the 
various Miller agencies, re- 
port good business on this 
one-strap sandal effect in 
Crosheen, 

Ferricuir. 





strap, black or tan kid pumps. The 
high heels, of the Cuban type, en- 
hances their value, in giving to 
them, the necessary air of dressi- 
ness. An interesting novel effect 
was achieved in a black patent 
leather pump, with open shank and 
wide strap with wide scolloped or 
point treatment for trimming; it 
was finished with a large silvered 
buckle. A _ distinguishing factor 
about another patent leather model 
was that it was attractively 
trimmed in gingham kid; it had 
one strap and 
a 2-in. heel to 
complete its 
charm. Patent 
leather is still 
holding its 
own, despite 
the close com- 
peting styles 
in kid, beige, 
tan—in fact, 
any tone of 
the brown 
family that 
are becoming 
increas- 


trimmed with 


$18.50 


ingly popular. 
ro ° Mr. Buehler 
expressed the 


belief that 
there will be a slight 
change in order a little 
later and that there will be 
a stronger leaning toward 
browns and possibly blues, 
for the autumn trade. 
A new style of kid ox- 
ford, with a three-eyelet 


oxfords trimmed with 
genuine black alligator, 
and some models featured 
with white lizard saddle. 
The sports models are 
with rubber soles. 


Genuine lizard shoes at $10 
a pair have been selling 
rapidly in the shoe depart- 
ment of Oppenheim, Collins 
& Co., New York. Here is 
one favorite model at this 
price which has run into 
large volume 


An imported French-made 


shoe that Woodward & 
Lothrop, Washington, D. C., 
have found to be a ready 
seller. It is of platinum kid, 
trimmed with patent leather 
and is priced at $15 a pair 


tie and treated with white 
piping of kid and high 
heels, is being favored 
just now for a dress ox- 
ford; it is splendid with 
its slightly rounded toe. 
Each section of the coun- 





Two eyelet tie models of 
white kid and featuring 
new high Cuban heels are 
one of the features in 
“white” at Wyman’s, 19 West Lex- 
ington Street. White canvas, fab- 


ric and buckskin models are also 
being offered at this store in a wide 
range of styles and combinations. 

White kid for afternoon and semi- 
sports wear is moving better with 
more seasonable weather, according 


ein sdaeem, cme 


O’Neill & Co., Bernheimer-Leader 
Stores and Stewart & Co. 


HICAGO, ILL.—For afternoon 
dress wear, such as the mati- 

née or the street, there is nothing 
more smart and favored, than the 
rather high-cut, fancy buckled, one 


try differs slightly in the 
matter of taste even in 
shoes. In New York there 
is a tendency to fashion the toe on 
more slender lines, while in Chicago 
they delight in the rounder toe, 
which seems to be peculiar to the 
mid-West, especially. And this par- 
ticular idea does seem to give the 
foot the appearance of smallness and 
chic. 
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ers for the past week have 
been the black patent leather strap 
shoe with medium heels. Not only 
the one strap is good, but the two 
and three straps are popular. In 
many stores black kid is reported 
as about even as to sales with black 
patent leather. White shoes are 
selling in good volume. 

A department store cleverly fea- 
tured white sport shoes for women, 
with white felt hats in a 6 x 10-in. 
ad, showing three circle cuts of 
women’s heads, with three differ- 
ently priced and shaped models in 
women’s white felt hats, and under- 
neath these cuts were three cir- 
cles showing three white shoes in 
two different prices—one 
an all-white nu-buck; one 
with black and white 
checked trimming, and 
one in a high lace white 
nu-buck, with black, tan, 
red or green trimming. 





OSTON, MASS.—The best sell- 


——— 


Below—A | 
shoe that is finding favor 
in the Coes & Stodder store, 
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cerning footwear as they are re- 
garding headwear -and they want 
white shoes, nothing else. 

Retailers said the sale of white 
footwear is exceeding anything of 
the past years and they are wonder- 
ing just what color or combination 
of colors will meet the women’s ap- 
proval when they tire of white shoes. 

Sanger Brothers at Dallas, Fort 
Worth and Waco, said their best 
sellers were soft white kid sandals 
and step-ins. They had another 
good seller in a white and black 
combination. 

LaMode, at Dallas, found its best 
sellers were a white kid tie and a 
white kid step-in. ‘ 

A. Harris of Dallas said his best 


A summer-weight 
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change in the styles. Practically 
all retailers reported the demand 
for tans with extension soles and 
trims of stitching or preforations 
led any other line. Nearly all sales 
were low quarters. The elder gents 
were wearing about the same as the 
young generation. Retailers have 
made no attempt to change the male 
of the species. They say he is about 
set in his way when it comes to 
footwear and that fads may come 
and fads may go, but he is appar- 
ently going to stick to tans in ox- 
fords for some time yet. 


HILADELPHIA.—What kind of 
shoe is being worn by the well- 
dressed 


college man? The _ shoe 
with a medium toe is pre- 
ferred by young men who 
strive for sartorial per- 
fection, according to Ed 
Kollhoff, who conducts a 
retail shoe store at 3611 
Woodland Avenue. The 


The circles were in white “Porer” ph Ag on The Po broad toe, with balloon- 
—the background of the in either black or tan calf Shop, Indianapolis, selects like effect, isn’t “just the 


ad was in gray and the 
ad was captioned—“At 
the head and foot of the 
Summer Sports Vogue.” 

Men’s high-grade shoe 
stores are featuring 
white buck, with black 
and tan calf trims, and 
many models in tan in 
the new summerweight _ shoes. 
Men’s business is good, especially 
at the higher grade shops. Chil- 
dren’s shoes are attracting sales in 
the new ties and in the new trims 
on black patent leather one straps 
and in the moccasin types. 


LEVELAND, OHIO.—Broad 

toes are declining in popularity 
in men’s shoes according to V. C. 
Strobel, manager of the Chisholms’ 
store, 312 Superior Avenue, Cleve- 
land, Ohio. Tans, he says, are 
slightly in the lead over blacks, 
while rubber heels get the heavy 
call. Beach grains and imitation 
reptiles have found a good response 
at this store. A slight increase in 
general sales is reported over last 
year. 


ALLAS, TEX.—Milady, fickle 

when it comes to shoe fash- 
ions, turned to white in Texas when 
June came around. 

Retailers were asked if the fact 
that the “June bride crop” is un- 
usually large this year had any- 
thing to do with the general de- 
mand for white footwear or colors 
bordering on white, declared such 
was not the case. They said the 
women are now as exacting con- 





on a rocker bottom 
Priced at $10 





last. this model from 


sellers. 


sandals. Here the waterlily kid 
was also a favorite. Some grays 
were sold. 


Volks, at Dallas, found the best 
sellers were white kids and lighter 
gray shades. There were very little 
trims. 

Jolesch & Thomas, at Corsicana, 
found their best seller was a white 
kid pump. Another was a sandal 
in soft white kid. 

Krupp & Tuffly, at Houston, found 
a white kid tie was their best seller. 
This store had a good business in 
white and waterlily kid sandals. 

Hammersmiths, at Houston and 
Galveston, featured white kid ties 
and sandals. They said sales in 
these lines exceeded those in other 
shades. 

Waggs Booterie, at Waco, said 
their best sellers were a soft white 
kid tie and a sandal in light gray 
shade. 

The Fair, at Fort Worth, found 
its best sellers were a white tie and 
a white sandal. There was little 
trim on either. 

Monnings’, at Fort Worth, said 
their best sellers were white kids in 
ties, step-ins and sandals. Some 
light grays moved in good volumes. 

In men’s wear there was little 


tonian line as one of its big 
In black or tan calf, 
medium last,and priced at $8 


—— 


sellers were soft white kid ties and 


thing” in college ranks. 
Mr. Kollhoff should 
know, for his shop is di- 
rectly across from the 
campus of the University 
of Pennsylvania, and it 
is almost exclusively pat- 
ronized by students of 
the University. 

“Every year a few men, members 
of the freshman class, come in here 
and demand the broad balloon-like 
toe,” explained Mr. Kollhoff, “but 
they are mostly from small up-State 
towns. They seem to think the 
broad toe is collegiate. However, 
they learn otherwise before very 
long, and by the end of their first 
year will not take anything but a 
medium toe.” 

Mr. Kollhoff says that at his shop 
the present demand is principally 
for plain styles and wing tip sport 
models in black and white and tan 
and white. For golfing, a plain toe, 
saddle strap shoe is effective. 


the Bos- 


ITTLE ROCK, ARK.—James 
Kempner of the Kempner Shoe 
Store, says: 

“In the ladies’ department, black 
shoes are very strong, both in kid 
and patent leather. Whites and 
colored kid are both good. The ten- 
dency is toward lower heels. 

“A special commission is given the 
salesman who makes an extra sale, 
and this season his second sale has 
most always been a sport shoe. 
Showing the desire of the public to 
have their feet properly dressed for 
each occasion.” 
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Saling, Saling, On the Road to Ruin 


A Company Advertises That It Sells 20 
Per Cent Cheaper Than Other Retailers. 
It Offers an Additional 15 Per Cent Dis- 
count to Members of Church Societies. 
This Is a 32 Per Cent Discount! 
Can It Be Done? Is It Done? 
Ninety Per Cent of the Special Sales 
Should Not Be Held!!! 






R. L. Whitman, the author of this article, is the director of advertising for the J. C. Penney 
Company, operating 885 department stores in 45 states. 












He began his commercial career as a 


printer’s devil, worked as a grocer’s clerk, printer, newspaper reporter, advertising copy-writer, 
advertising manager and ran his own agency before joining the Penney organization in 1921. 
This article is a part of an address he delivered June 27, before the International Advertising 


By R. L. WairMan 


that I approach the discussion 

of this practice of the Special 
Sale. One does not attack a tradition 
—so firmly entrenched behind the 
barriers of precedent—without seri- 
ous consideration. 

Mistaken convictions have, how- 
ever, been responsible for some of 
the heaviest burdens that industry 
has had to shoulder. As long as be- 
liefs and opinions are accepted with- 
out question, there is no chance for 
their being checked and examined 
and the errors removed. I feel, 
therefore, that you will be interested 
in analyzing this practice with me 
and reviewing its weaknesses in the 
light of my personal experiences and 
that of the company I represent. 

One merchant in a town decides 
that he must stimulate business so 
he holds a great Whoop Hurrah Sale. 
His competitor hears the noise, and 
decides that he must not let him get 
the better of the situation—so he 
plans a bigger sale. And so on, 
up and down the street, everybody 
catches the fever, everybody shouts 
to attract attention, and the Whoop 
Hurrah Sale captures the town. The 
first thing that happens is that every 


I: is not without some hesitation 


Convention at Denver. 





merchant in town is saling, saling, 
saling. 

Now, if you stop to analyze what 
is being done you will find, in most 
cases, that 90 per cent or more of 
the merchandise advertised at a 
“special sale” price is marked as 
high as—and in many cases higher 
than—the regular price ought to be. 

What is the result? 

Dissatisfaction among customers, 
shattered confidence, suspicion in the 
minds of newspaper readers when a 
bonafide offer is made in an adver- 
tisement. Then follows mistrust, a 
loss of faith and a feeling of unbe- 
lief and uncertainty. The influence 
and force of advertising in general 
is materially reduced. The newspa- 
per suffers. 

An item was recently published 
telling of a supposed sale put on by 
a large department store in New 
York. The aisle tables were labeled 
“Glove Silk Underwear—One-Half 
Price.” A customer who came to the 
department to purchase a_ trade- 
marked bloomer of a certain size and 
color was directed to the advertised 
underwear. Unfortunately—for the 
store—this woman had been buying 
the identical bloomer at the store for 
several months at a price of $2.25. 
When she discovered that the article 
had been marked up to $4.50 and 
then re-marked in red pencil $2.25, 






she became justly indignant and left 
the store without buying. 

Quite the most unfortunate part 
of the incident is that her confidence 
in the store and in its advertising 
speedily declined. And that is not 
all. The paper, having made the un- 
true announcement of the store in its 
advertising columns suffers unjustly. 

This happening, small as it may 
appear, illustrates very well the re- 
sults that are certain to follow the 
Special Sale policy. I have never 
been able to make myself understand 
why a merchant would say that a 
suit of clothes is worth $15 “on sale” 
today, which tomorrow is to be put 
back at its regulareprice. 

Such a practice is fundamentally 
wrong. And it seems to me that a 
newspaper publisher should no more 
tolerate such a practice in his 
columns than he would knowingly 
admit a false news story into his 
pages. 

A certain grocery company adver- 
tises that it sells 20 per cent cheaper 
than other retailers, and then offers 
an additional 15 per cent discount to 
members of church societies. This is 
a 32 per cent discount. Can it be 
done? Js it done? Should a news- 
paper accept that kind of copy? | 
leave the answers to you. 

Slowly but surely the great Ameri- 
can public is becoming—to quote 
[CONTINUED ON PAGE 64) 
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3 STETSON SNAPPY TIE 


“A ‘STYLE 61 


FOR DETAILED DESCRIPTION SEE NEXT 
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THE 





SOUTH WEYMOUTH, MASSACHUSETTS 





Don’t Mass This! 


The Stetson Dept. 5 Line 
of In-Stock Styles 


FOR FALL 


will be displayed for the first time 
at the 


Boston Shoe and Leather Fair 
in the Hotel Statler 
July 5, 6and 7 


Also see 


The Stetson Shoe Snappy 
Revue 








Tuesday, Wednesday 
and Thursday 


in the 








Georgian Room, Hotel Statler 


MISS CHARLOTTE a 
oe 


Three Eyelet Whippet Snappy Tie. os 
Hazelwood and Stonewood Calf. 
Plain Box Toe. Light Weight Sole. 
15/8 Covered Heel. 


IN STOCK 
Sizes 5-9, Width AAA. Sizes 4-9, 
Width AA. Sizes 31-9, Width “They've got to be 


A. Sizes 3-9, Widths B and Stetson to be 
C. Sizes 3-8, Width D. . Snappy” 


STETSON SHOE COMPANY 


INCORPORATED 
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FASHION DECREES 
GOLD & SILVER KID FOR EVENING WEAR 


July 2, 1927 














Eldorado Gold and Silver Kid is world-famous because it is the supreme 


achievement in metallic leathers and consistently uniform in beauty and quality. 


Made in genuine kidskin for the high 
priced shoe and in Cabretta with the 
same finish for the medium priced line. 


F. HECHT & CO., Inc. 








NEW YORK 
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Every woman who came into your shop 
to buy shoes knew what you already know 
about NEW CASTLE GLACE KID 
we know that you would be pretty sure 
every kid shoe you bought would be 
made from the “LOVELIEST OF 
LEATHERS.” 


We are sure that our new 1927 Fall and 
Winter colors—listed on the opposite 
page—will still further confirm your high 
opinion of .NEW CASTLE GLACE 


KID. 


—and also, that they will impress you 
with the important influence they will 


exert upon the ladies of your community. 
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Here They Are! 
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NEW CASTLE’S 


1927 


FALL and WINTER 
COLORS 





+4 ee 





STROLLER TAN | Color No. 3. 








PRAIRIE .... ..Color No. 96. 

TOKAY .. .....Color No. 720. 

MALAGA .Color No. 765. 

ANDORRA ..Color No. 170. 

SERGE BLUE ..Color No. 1310. 
+48 ie 





OO ee eee 


If you have not already received our 

new loose leaf book, “Latest Colors in 

Glacé Kid,” won’t you favor us with a 
note? We would appreciate it. 


SN Winn. 








NEW CASTLE LEATHER Co., Inc., 





The Finest Kid Leathers in the World 





100 GOLD STREET 
New York City 
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SPLIT RIVET 
LOCKING SHANK 
TO INSOLE 


United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 


The Crawford Shank 


SHANK en ten 







O TRUSS 


ELONGATED SLOT 
PERMITS SLIDING 
ACTION 



































HE shank of the shoe — like the chassis of an automo- 
bile — is its most vital part. To withstand the weight, 
friction, and severe strain to which it is subjected, a high 
carbon steel, well tempered and hardened, is necessary. 


The CRAWFORD ARCH SUPPORTING SHANK embodies the 
combination of rigidity and flexibility. It is a resilient 
steel brace built into the shoe. A truss, riveted to the 
under side of the shank, keeps it in its original curved 
shape. One end of the shank is slotted and fitted around 
a split rivet, so that it will slide back and forth as the 
weight of the body is applied and removed from the foot. 
In this way, the shank is always snug against the arch of 
the foot, yielding just enough, under pressure, to accom- 
modate the natural flattening of the arch. When the foot 
is raised, it springs back into its original position. 
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Extracts from address by 


MR. O. C. HARN 


Managing Director 


Audit Bureau of Circulations 


“Has the business paper advertiser the same need for the exact 
data that the general advertiser recognizes? It would seem to me he 
has all the need and more, for each unit of circulation (the individual 
subscriber) means more to him because his purchases are larger. Be- 
sides it is much more necessary to get at the right person or persons, 
because a business purchase is influenced more often than not by a 
number of individuals. 

The business paper advertiser wants to know the geographical dis- 
tribution. And how about the psychological distribution? That is to 
say, what do readers think about it? The price tells something, but 
do they pay it? 

Previous to the establishment of the Audit Bureau of Circulations 
nearly thirteen years ago the advertiser bought circulation without real 
knowledge of what he was buying. This is no sweeping charge that 
all publishers were circulation liars. Far from it. There were enough 
circulation liars to taint the whole situation with suspicion, it is true, 
but by far the most important element of unsatisfactoriness was the 
lack of any uniformity in method and language in circulation statements. 
Without such uniformity how could intelligent discussions and com- 
parisons of value be made? 

The Audit Bureau has provided this uniformity. It put solid ground 
under our feet. It banished the Babel of tongues from the Tower of adver- 
tising and everybody was able to go back to work. 

I believe it is a fact that the proportion of advertisers who place their 
contracts on hunches is greater in the business paper field than in the more 
general fields. Insist on A. B. C. reports. You owe it to yourselves to know 
what you are buying. To select a paper which does not give an audited 
statement because you have an impression it is all right is certainly buying 
on a hunch. It is only fair and just that publishers who have acceded to 
the demands of advertisers for audited statements should be favored. It 
isn’t sporting to ask publishers to do something you want them to do and 
then turn your backs on those who comply and place your business with the 
one who tells you to go chase yourself. When I was an advertiser, I abso- 
lutely refused to even listen to a paper’s selling talk until after it had fur- 
nished an A. B. C. report.” 


eee ee eee 


Mr. Harn, recently appointed managing director of the A. B. C., certainly 
strikes the keynote. He knows whereof he speaks. 

For the past twenty years or so he has been recognized as one of the 
foremost advertising managers—buyers of advertising space. 

Circulation, the most tntangible thing bought, must have some definite, 
uniform method of measuring its purchase. The Audit Bureau of Circula- 
tions, of which we are proud to be members, supplies that sole guide. 


> Oe tgs 


President 
Boot and Shoe Recorder 
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THE 


SPORTOCASIN 
CO 


Co. takes another step forward. By acquiring the 
physical equipment and picked personnel of Norman 
& Bennett, Inc., it adds to its products all those other types 
of sport footwear which have, for half a century, stood above 


competition. 


iN the premier maker of fine golf shoes The Sportocasin 


All operations have been consolidated at Yarmouth where 
the proven models of both companies will be continued. 


With its widened scope the word Sportocasin no longer 
adequately covers the proposed activities of the company 
and the firm title has consequently been changed in keeping 
with its future program. 












THE ABBOTT COMPANYTY 
Sport Shoe 


7 July 2, 1927 BOOT AND SHOE RECORDER 40c 


Too Using 
Attention 
onour 
Expansion 


From the Youngest 
and Oldest, has been 
NORMAN = BENNETT created theonly Sport 
| aaataaes Shoe Specialist in the 
country. 





exclusively on Quality Sport Footwear. Sportocasin 

standards will be maintained and the Norman & Bennett 
tradition reestablished. Improvement regardless of cost will 
be our constant aim. 


Te Abbott Co. thus becomes the only firm specializing 








This company offers merchants authentic sport footwear 
designed by experts, built by specialists, nationally advertised 
over famous names, and carrying with it prestige and profit. 


The Abbott franchise is valuable. 


And in all*its dealings the Abbott Co. will continue, as in 
the past, to be prompted by the highest business ethics only. 











YT YARMOUTH, MAINE. 


€ESpeczalists 
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Use this COUPON 
for Catalogs 
and Literature 





on 
Store Equipment 
and 


Specialty Merchandise 


The Western Service Depart- 
ment of the Boot and Shoe 
Recorder furnishes gratis to 
subscribers information and 
suggestions on matters of store 
equipment and specialty mer- 
chandise. 
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0 Decorating Plush 
(0 Stock Record System (C Autographic Sales Regis- 
( Bookkeeping System ters 
C) Store Front Construction [) Foot Measuring Devices 
1 a (0 X-Ray Machines 
C) Shelving C Repair Equipment 
0) Play Room Equipment 
O Store Ladders C Carton Labels 


OD Seating 

O Fitting Stools OC Literature on Leather 

0 Window Lighting 0 The Hosiery Survey 
Choe Mirrors 4, Advertsing! For Wome 
0) Permanent Backgrounds Novelties CO For Children 
C) Shoe Display Fixtures (O ate eam 

/ i pen vs (0 Souvenirs, [) For Women 
Pies Dane LG For Children 
(Color Reflectors Merchandise 
0 Floral Decorations (C0 Hosiery (state kind) 

OC Special Backgrounds O Arch Supports, metal 

C) Placques O) Arch Supports, non metal 
ORugs * O Shoe Dressings 

CJ Pillows (C) Shoe Ornaments 

OC Valances C) Shoe Trees 


To dealers checking the 
coupon at side catalogs and lit- 
erature will be sent by some of 
the leading manufacturers of 
the articles specified. 


To aid in finding just what you 
want, please inform us as fully 
as you can regarding your re- 
quirements. 


Address Shoe Store Service Dept. 
Boot and Shoe Recorder 


189 W. Madison St. 
Chicago, Il. 
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When In CHICAGO 


Enjoy your stay—at the New 


MORRISON HOTEL 


Madison and Clark Streets 
Tallest—and Most Economical—Hotel in the World—46 Stories High 


OR a number of years the 

Morrison Hotel has been the 
chosen headquarters in Chicago of 
American shoe manufacturers, their 
representatives and out of town 
dealers. It offers an environment 
and service unsurpassed by the 
most expensive hotels, and the pure 
lake breezes keep the tower rooms 
delightfully cool on the warmest 
days. 


Closest to Offices, Stores, 
Theatres and Railroads 
Rates, $2.50 Up 


At this location, the most central in the 
city, the large revenues from subleased 
stores pay all the ground rent, and the 
total saving is passed on to the guests. 
It is therefore possible to engage rooms 
here for $2.50 to $5 that would rent at $5 
to $8 elsewhere. 


1944 Outside Rooms 
Each with Bath 


Every room has bath, running ice water 
and Servidor, the latter insuring abso- 
lute privacy with its “grille” feature. 
There is a special housekeeper on each 
floor, and all guests enjoy garage service. 
Stores, theatres, offices and depots are 
nearer than to any other hotel. 


Ideal for Conventions 


The Cameo Room, seating 2000, and 
the “dance and dine” Terrace Garden 
are among those of the Morrison’s at- 
tractions that have made this the favor- 
. . ite hotel in Chicago for trade gatherings 
1 tk $400 ids lorcet ond = and meetings of all kinds. 


The New Morrison, when completed, 
tallest hotel, 46 stories high, with 3400 rooms 


Write for Reservations or Telephone State 8700 
Special Convention Rates on Application 
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The 
The DANDY 


MIAMI 
Tan Calf Vamp and 


One strap cutout patent quarter — stroller calf 
leather—fancy perfora- shield tip, foxing ‘and 
tion kid-lined, French eyelet stay. 

binding — Leather or Sizes 1114 to 7 
wood heel. 


Sizes 1114 to 7 


The 
IRIS 


aa Two Eyelet Tie 


Patent Vamp and quar- 


One Eyelet Tie ter, black and white 
gingham calf saddle 


Patent Leather 104 cut- and tongue, kid-lined— 
French binding — cov- 


out fitted in gold thread ered heel. 


kid linings, French : 
binding. Sizes 214 to 7 


Sizes 81% to 2 No. 570 


No. 80 
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BIG Fall Business will come to the 
Junior Department that is prepared 
to meet the style ideas of the young 


cirl. 
oe has been true each season for some 


years, but it’s surprising how slowly 
the average retailer reacts to such an obvious 
condition. There are of course many fine, 
successful, outstanding examples through- 
out the country of departments who do 


recognize the importance of the young girl 


in their scheme of growth—and incidentally, 
you will find that they sell Ferris Shoes. This 
is not chance; it simply means that the 
makers of Ferris shoes create models to 
satisfy the young thought. Just four of the 
late styles are shown on the opposite page. 


EFERRIS SHE 


For over 50 years makers of Children’s, Misses’ and Growing Girls’ Finest 
Shoes 


PHILADELPHIA 


Welt Factory at Philadelphia, Pa. Turn Factory at Cleveland, O. 
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A. B. Young 


of Los Angeles 
Gets Repeat 
Business on 

Summerweights 





; am retailers are on the 


alert to bring into popularity new 
types of shoes for ‘the different 


seasons in an effort to bring back ; 
larger pairage per customer. The L. GHTWEIGHT shoes for summer are rapidly 
only way we can keep up our P S 

business is by educating our cus- being accepted by alert retailers as the surest method 


itable f ° 
inne bgt: Promega yy < Be of selling more shoes to men. Seasonal changes, 


weather conditions and different ‘ : . ; 
occasions. they believe, can be made just as important in the 
Sidileabithatin sedhela: oi to shoe field as they are in the clothing or hat trades. 

creasing in popularity. Custom- Summerweight shoes, correctly made and rightly 

ers are returning for another pair wr + 

like they had last summer. ‘They sold, are a sound proposition. They are based on 

is aalditieads aeeneie te Bae the actual needs of your customers from the health 

just as necess for the feet as I | 1 ; 1 

ee ee ee ee Set a standpoint. The main consideration is that they 
must give good service and provide the warm- 

After a “tryout” of two years’ weather comfort your customers expect to find. 

testing the wearing qualities, > 

shape retention, and general sat- If your summerweights have Armstrong’s Cork 

ay ar or ae Box Toes and Cork Counters, you have definite as- 
surance that they will hold their shape and afford a 

COL FG aaa « flexibility and comfort never before enjoyed by your 

customers. They will be light and airy—just the 

A. B. Young is president of the Young Shoe qualities every man wants during hot weather. 

ompany of Los Angeles and_one of the best Z ; a 

Pe nS seb FP Peete See. When you order lightweight always specify Arm- 

strong’s Cork Box Toes and Cork Counters. 























B-74 


Armstrong Cork Company, Speczalties Division, Lancaster, Pa. 


Boston, Mass 197 South St. Minneapolis, Minn..316 Third Ave.,N. * Toronto, Canada..Armstrong Cork & 
New York City 50 Church St. Cincinnati, O 1017 Broadway Insulation Co., 11 Brant St. 


Chicago, IIl.....320 W. Randolph St. St. Louis, Mo 204 S. Third St. Montreal, Canada...Armstrong Cork 
& Insulation Co., 1001 McGill Bldg. 


Armstrongs Cork 
ox Toes and Counters 
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Who’s Who on the Road 


Travelers of “The Hub” in Charge of Hospitality 
at Boston Shoe Show, Hotel Statler—July 5-7 


E M. COX, who represents the Old 
¢ Colony Shoe Co. in the South 
and Southwest, recently returned to 
Boston from a twelve weeks’ trip. He 
said that despite the results of the 
flood, shoe merchants in that section 
are optimistic, and say that business 
is satisfactory and that future business 
prospects are bright. 





W. THULI 
¢ represents 
W. B. Coon Co. 
of Rochester in 
California, Ore- 
gon, Washington 
and Nevada. He 
is known as “The 
Salesman with 
the Red Carna- 
tion,” for the 
reason that every 
morning in the 
year he places a 
fresh red carna- 
vd tbcoas tion on the lapel 
of his coat. Mr. Thuli was one of the 
26 travelers who came from various 
sections of the country to attend the 
recently held W. B. Coon Co.’s sales 
conference. 





RS. MYR- 

TLE BUT- 
LER, with ten 
years’ experience 
as a traveling 
saleswoman, and 
the first woman 
to be admitted to 
regular member- 
ship in a_ shoe 
travelers’ associ- 
ation, has had an 
interesting ca- 
reer. The Roch- 
ester Associa- 
tion of Traveling 
Shoe Salesmen amended its constitu- 
tion for the purpose of admitting Mrs. 
Butler to its affiliation. Mrs. Butler is 
87 years of age. ‘She was born in a 
country district, twelve miles from 
Minden, La. She married and went to 
Memphis to live. After losing her hus- 
band in 1914, she started to work in 
a department store, there demonstrat- 
ing for Wizard Products Co. for three 
years. She “made good,” and was pro- 
moted by this concern to a road job, 
with territory in Louisiana, then Ten- 
nessee, and Kentucky. On July 13, 
1926, she started representation in 
Kentucky and North Carolina for her 
present firm—the Lions Leather Goods 
Co., of Chicago. Mrs. Butler is edu- 
cating a son of fifteen, and a cousin of 
eleven years. She owns a nice home 
at 511 Fatherland Street, Nashville. 
Mrs. Butler advocates traveling sales- 
manship for women. On a staff of 21 
men, Mrs. Butler is leading in sales. 





Mrs. Myrtle Butler 


By HELEN M. HANEY 


RANK L. ARMSTRONG, of New 

York, who sells the Lewis A. Cros- 
sett line, has been appointed chairman 
of the N. S. T. A. Legislative Commit- 
tee. Mr. Armstrong has been very ac- 
tive in work of this kind for various 
trade organizations with which he has 
been connected. 





ENRY SOLAR, brother of the 

popular Barney Solar, who sells 
the Bresnahan Shoe Co. line, repre- 
sents the Marlboro Shoe Co. He calls 
on big accounts in the East. 





HOSPITALITY COMMITTEE 


Prominent shoe travelers in and 
near Boston have been appointed by 
T. A. Delany, National Secretary, and 
Chairman of the Hospitality Commit- 
tee of the Boston Shoe and Leather 
Fair, to serve on his committee in 
the registration and entertainment 
of visiting buyers to the big event, 
to be held at the new Hotel Statler, 
July 6-7. 

Harry P. Lynch, President of 
the Boston Shoe Travelers’ As- 
sociation; Charles W. Morrill, 
President of the’N.S.T.A.; Wil- 
liam Noll, Secretary of the B. S. 
T. A.; John P. Thomas, Presi- 
dent of the Southern Shoe Trav- 
elers; Robert Mills, Secretary of 
the Boston Shoe Associates; 
Byron M. Brewer, Henry P. Mc- - 
Nulty, L. B. Cubbison, George = 
Ashe, C. M. Cogswell, E. S. Mur- = 
ray, George J. Lovely, F. B. 
Newhall, Harris M Barnes, Syd 
Curry, Charles Geissler, C. J. 
Giles, A. Murphy, Fred W. 
Small, John Meggett, A. F. Jones, 
Alex Campbell, W. E. Campbell, 
Harley Leighton, B. Solar, W. P. 
Brennan, George Manson, G. P. 
Moses, Charles Wall, E. M. Cox, 
Robert Reed, F. E. Ryan, Benja- 
min Lockwood, John Powers, 
James Stevens, D. A. Goodin, 
Robert Emmet, Jr., Waldo M. 
Oakman, G. L. Sloan, Robert 
Emmet, Sr., W. W. Brandt, 
George Cummings, N. M. Merrill, 
Charles Quimby, J. A. Richard- 
son, James Wall, Ben Beers, John 
L. Fox, E. Haseltine, N. Costi- 
gan, William Howe, F. Hasey, 
Lawrence Duffy, G. A. McIntire, 
T. E. Murphy, William J. Howe, 
W. H. Larkin, F. W. Lord, John 
B. Sullivan, Ed. Calvin, A. W. 
Darling, John L. Stanton, Harry 
Goller, C. E. Blacky, Fred Con- 
don, Arthur C. Stern, W. F. 
Gaffney, D. J. Gillespie, Elisha 
James, J. Frank Crehan, R. F. 
Doyle, A. E. Rankin, G. L. 
Starks, Harold R. Smith, L. P. 
Wright, W. E. Gerrish, E. J. An- 
drews, A. J. Mahoney. 























PEW, H. O. Toor, W. E. Blatt, 
¢F. W. Nelson and W. McCarty 
represent the Brown Shoe Co., Inc., on 


the Pacific Coast. The San Francisco 
office of the Pacific Coast Department 
of the Brown Shoe Co. is located at 415 
Pacific Building, 821 Market Street; 
the Los Angeles office is at 314-315 





Severance Building, 105 W. Sixth 
Street. 
ENNETH 
ROMIG, one 


of the well-known 
salesmen of the 
Red Cross branch 
of the United 
States Shoe Co., 
Cincinnati, 
is once more 
busily at work in 
charge of the 
Chicago office of 
Red Cross shoes. 
Mr. Romig had 
been ill since last 
February, suffer- 
ing from a nervous breakdown. 





Kenneth Romig 


RED STUART, M. Howard Slagle 

and O. H. Kirkpatrick recently 
— the sales force of the Selby Shoe 
0. 


ARRY OC. 

COPELAND, 
who has_ repre- 
sented the Ced-O- 
Products Corpora- 
tion of Syracuse, 
N. Y., for almost 
a year, writes that 
he enjoys his new 
line of work im- 
mensely. “It looks 
as though it would 
develop into a real 
future for me,” 
says Mr. Copeland, 
and you may be 
sure that I am working just as hard as I 
know how to make it a success. “Ced-O- 
gen” is sold to shoe stores, as well as 
to a long list of other users, and has 
for its trade name—“Fragrance of the 
Woods.” Mr. Copeland will be remem- 
bered from his long association as re- 
tail shoe salesmen for The Walk-Over 
Co. of Boston, and later as advertising 
manager and salesman for the Wor- 
bass chain of shoe stores, with head- 
quarters at Syracuse. He was one of 
the founders of the Syracuse Retail 
Shoe Salesmen’s Association and was 
its first secretary. 


EORGE C. SELLS, president of 
the Clayton Shoe Co., shoe manu- 
facturers’ agents of Chicago, is con- 
valescing at the Presbyterian Hospital 
of Chicago, where he underwent an 
operation some six weeks ago. 





Harry C. Copeland 























The Pango 


A bit different in the side 
lace type, very pretty and 























quite smart. To your order 
only. Built the Sherwood 
Beauty Arch Way. 
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Styles that attract the 
eye—that compel women 
to buy. 


Exquisite patterns that 
reflect good taste. 


The models illustrated 
are two numbers that 
will help you build vol- 
ume with profit. 
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The Radex 


Just the thing for Bridge or 

eas; in Patent or Black 
Satin with open work steel 
beaded tongue. Model shown 
in 20/8 spike heel and 
medium toe with the Beauty 





















MR. R. C. SILLIMAN 
Adams House, Boston 
Rooms 213-214, July 5-6-7 


NEW YORK CITY 
R. F. Schneider, 907 Marbridge Bidg. 
CHICAGO 


F. J. Le Pine, 1618 Republic Bide. 
PHILADELPHIA 
W. F. Schoell, 119 So. 4th St 


DENVER 
W. B. MeNutt, 218 Charles Bidg. 
LOS ANGELES 
G. C. MeAtee, 706 Forrester Bidg. 
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ORRIS HIRSCH, who for 40 

years has sold shoes on the road, 
is very ill at his Washington, D. C., 
home. It is not thought that he can 
recover. For the last ten years Mr. 
Hirsch represented L. B. Schindler & 
Co. in Maryland, Virginia, and the Dis- 
trict of Columbia, and for 26 years 
prior to that he traveled for Powell & 
Campbell. Mr. Hirsch’s territory with 
L. B. Schindler & Co. has been taken 
over by Dave Lewis, formerly with the 
Harrison Shoe Co. 


EL CRONSHAW, sales manager 
for the A. S. Kreider Co., says that 
orders for fall have been very satisfac- 
tory. Mr. Cronshaw says that there 
are plenty of orders to be booked, if 
salesmen will have confidence that they 
can secure these orders. His sales rec- 
ords show that there has been a steady 
business gain over that of last year. 


HOMAS ARNOLD, one of the best 

known among the Pacific Coast 
shoe travelers, died recently in San 
Francisco, after a long illness. For 
over 30 years, Mr. Arnold represented 
the Krippendorf-Dittmann Co. of Cin- 
cinnati, and was in the employ of this 
concern up to the time of his death, as 
assistant to Clarke Browning. 


Ts many friends of E. S. Barlow, 
formerly salesmanager for the Selz 
Schwab Co., will be pleased to learn 
that he will assume the duties of di- 
recting the sales force of the A. E. Net- 
tleton Co. of Syracuse, N. Y., on July 
15. Through experience and perform- 
ance Mr. Barlow is well fitted for the 
responsibilities of his new connection. 
For several years he served in the ca- 

acity of merchandising counsel for 
te & Thomas and it was while 
there that that he conducted the 
Selz Schwab national advertising cam- 
paign. During the three years he has 
since been associated with the Selz 
Schwab Co. as salesmanager, the busi- 
ness has shown a considerable increase. 
As a regular contributor of merchan- 
dising articles to Printer’s Ink, Mr. 
Barlow has shown a clearness of vision 
which reflects creditably upon his busi- 
ness ability. He has spoken before the 
Illinois Shoe Convention and will ad- 
dress that body again this month on 
the subject of what the clothing stores 
are doing to get shoe business. 


ROSCOE E. ORR, for 25 years with 
the John Ennis, Inc., of Brooklyn, 
recently joined the sales staff of S. 
Waterbury & Son Co., as representa- 
tive in the Middle West. Roscoe will 
maintain his present office in the Mar- 
bridge Building in New York for the 
display of the Waterbury line, and 
says that he will be glad to have his 
many friend-customers give the line 
“the once-over.” Between trips West, 
he will divide his time between the office 
and calling on some of his old custom- 
ers in New York City and in surround- 
ing territory. 


E. GRAHAM, who poomnerly 


¢traveled Ohio for Huth 
James Shoe Mfg. Co., has been trans- 
ferred from that territory to Minne- 
sota and Wisconsin, with the exception 
of Milwaukee, and surrounding coun- 
ties. 
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N. J. McMANUS 
Vice-President of Moran-Mc- 
Manus - Hermann, Ine., of 
Auburn, Me., and one of the 


best-known salesmen in the 
Middle West. 


OB PRESTON of Nashville re- 

cently joined the Murray-Dibrell 
Shoe Co.’s salesforce. Mr. Preston has 
long traveled Southern territory. He 
formerly traveled for Murray-Dibrell, 
left them some time ago, and has now 
been re-assigned to the territory in 
Eastern Tennessee which he formerly 
covered for this house. 


E. S. Barlow, Salesmanager 
of A. E. Nettleton Co. 


ILSON SMITH, Walk-Over sales- 
man in the West, had a novel ex- 
perience during a recent trip. In driv- 
ing his auto through a section of 
flooded roads, he was mired, waded 
“ashore,” and finally, with the assist- 
ance of two farmers, after a load of 
avel was hauled to the mire, and 
after four horses were hooked to his 
machine, he succeeded in getting his 
car out of the mud. He learned after- 
wards that just 200 yards from where 
he was mired, a bed of quick sand was 
located, and in a hole 20 feet ahead of 
him a horse had disappeared two or 
three days before.” 


HARLES F. FARTHING, who rep- 

resents the Stanley Duttenhofer 
Shoe Co. on the Pacific Coast, was for- 
merly connected with the George E. 
Keith Co. and Johansen Bros. Shoe Co. 
His headquarters on the coast for his 
new business connection are at the Lan- 
kershim Hotel, Los Angeles. 
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HE Pacific Coast Shoe Travelers’ 

Association passed a resolution at 
its recently held convention to petition 
hotels throughout the country to ac- 
cord reduced rates to traveling men. 
The statement was made that whereas 
hotels have been explaining that the 
high cost of service was due to the high 
cost of supplies, research has shown 
that while these supplies were ad- 
vanced in price during and just after 
the war, they are now actually costing 
less to the hotel than for some years 
past—consequently that these reduc- 
tions should be passed on to such large, 
wholesale, users of hotels as commer- 
cial travelers. It is expected that every 
N. 8S. T. A. local will bring this matter 
to the attention of the various hotel as- 
sociations in their midst, as well as to 
the various hotels, individually, to the 
effect that on presentation of N. S. T. 
A. membership cards, lower hotel rates 
may be granted. 


HE Ohio Shoe Travelers’ Associa- 

tion held its annual meeting at the 
club rooms in Columbus, Ohio, on June 
25. A membership drive was planned 
and officers elected. 


4 N. S. T. A. in conjunction with 
other commercial traveler organiza- 
tions throughout the country, are to be 
very active when Congress next com- 
mences its sessions, to secure the elim- 
ination of the Pullman Surcharge. 
This elimination of surcharge on Pull- 
mans has been ever in the minds of the 
officers of the N. S. T. A. The matter 
is now out of the hands of the Inter- 
state Commerce Commission and comes 
up again this year as a Congressional 
issue. The biggest arguments that the 
travelers have are: that the majority 
of the railroads have shown a decided 
increase in their incomes; that many 
roads have increased the wages of 
their employees and executives, and 
therefore that there is no reason why 
the pre-war rates of travel should not 
be granted. 


UFORD H. JONES, president of 

the Boston Shoe and Leather Fair, 
and his committees have worked untir- 
ingly to please, and the hearty welcome 
which they have planned for all visi- 
tors to the Fair will be practically 
demonstrated. T. A. Delany, chairman 
of the Men’s Hospitality Committee, 
with a large number of shoe traveler 
assistants, will be at the registration 
desk, on the mezzanine floor of the 
Statler, when the doors of the Fair 
opens Tuesday, July 5, at 2 o’clock, to 
give the hosts of buyers the warm 
hand-clasp of welcome. The big enter- 
tainment day for the men is known as 
Country Club Day, and is scheduled for 
Thursday, July 7, at the Commonwealth 
Golf Club. Assisting Chairman Delany 
on Country Club Day are Harry P. 
Lynch, Harry Malloy of “The Shoe Re- 
tailer” staff, and Charles W. Morrill. 
One of the big features of Country Club 
Day is the golf tournament, with Wil- 
liam H. Larkin in charge. 


HIL A. BRADY has recently joined 

the salesforce of E. L. & J. E. Den- 
nehy Co. of Brockton, manufacturers 
of > and stains. Mr. Brady 
will cover New England territory. 
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“Clare” 
21/8 Heel 








B-573—Black Satin 2 Goodyear Welt 
B-572—Patent Leather... 4. B-179—wWhite Calf with 
B-575—wWhite Kid 4.75 White Grain Calf Trim.$5.00 
B-258S—Parchment Kid... 5. B-189—Black Calf. Black 
75 Grain Calf Trim 5.00 B-773—Patent 


B-618—Black Velvet... 4. B-659—White Kid 
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“Rosella” 
Showing at 


Boston Show 


“Tailleur” 


complete line 
Menihan and 
Arch-Aid Styles 
Satin tees $4.75 B-76S—Black Satin ....$4.75 “Clare” 


Cuban and 
Spanish Heel 
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DO 
NOT 


Terms 
Net 30 Days DELAY! B-232—Pat., 15/8 Cuban. $4.25 


B-230—Black Satin, 15/8 
Cuban Heel 


B-739—Patent Leather. ..$4.50 B-226—White Sati 
- tin, 15/8 
B-733—Gun Metal Calf.. 4.50 Spanish Heel cuss ‘ 


THE MENIHAN COMPANY 


SHOEMAKERS FOR WOMEN 


Rochester, N. Y., U. S. A. 
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A. F. JENKS VanDEGRIFT 
Chicago Office: Majestic Hotel 
F. J. SAATEK 
Makers of Menihan Arch-Aid Shoe 
Write for Agency Proposition 
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Veteran Philadelphia Shoe Merchant 
Deplores Current Price Slashing 


Frank Reiszner Makes Some 
Comments on Present 
Day Merchandising 
Methods 


PHILADELPHIA (UTPS).—What is 
the matter with the retail shoe trade? 

That pertinent question was pro- 
pounded and answered by Frank I. 
Reiszner, first vice-president and suc- 
cessor to Andrew C. McGowin as presi- 
dent of the Philadelphia Shoe Retailers 
Association, in the early days back in 
1910-11, when the association was first 
organized. 

Mr. Reiszner, who is one of the lead- 
ing shoe merchants of this city and 
helped organize the National Associ- 
ation of Shoe Retailers, believes there 
is entirely too much price cutting. In 
a recent interview he sounded a note 
of warning. 

“Shoe retailers,” said Mr. Reiszner, 
“must remember that the road to suc- 
cess is not in trying to beat a com- 
petitor by slashing prices beyond all 
reason, but in meeting competition with 
quality and good service. The mer- 
chant who now is cutting his prices 
may make more sales than his com- 
petitor, but he is at the same time 
treading on danger. 

“Success in any line of endeavor, 
whether it is selling shoes or any other 
kind of merchandise, can be founded 
only on honesty and integrity. Cus- 
tomers and friends are made far more 
easily when this policy is rigidly ad- 
hered to. The shoe retailer ought to 
be fair with himself as well as with 
his customer. He is not, if he throws 
everything else to the wind and tries 
to increase his sales by cutting his 
price. Eventually he may find he has 
been forced out of business.” 

Mr. Reiszner said he is a firm be- 
liever that every shoe merchant should 
become a member of his local organ- 
ization and help support it. Local or- 
ganizations, State and National bodies, 
stand for policies that are of best in- 
terest to men within the ranks, he said. 
Whether the shoe retailer who hasn’t 
entered the fold derives part of the 
benefit, is no argument againsi his 
becoming a member, for in the long 
run, by joining he has everything to 
gain and nothing to lose. 

For years Mr. Reiszner maintained 
a large shoe store on Market Street 
near the Reading Terminal. Now, at 
the age of sixty-seven, he is retired 
with a comfortable fortune, but still 
maintains an active interest in his 
branch store at 20 South Fifty-second 








Street. This is more of a hobby with 
him than anything else. 

“T just couldn’t give up my interest 
in the shoe business altogether,” said 
Mr. Reiszner, who is a man in un- 
usually good health for one of his 
years. “I spend a good deal of my time 
in my flower garden, but come down 
here to the store every day, or per- 
haps at night.” 

When Mr. Reiszner was interviewed, 
it happened to be in his store, at 10 
o’clock at night. Mr. Reiszner has a 
beautiful home in the suburbs. Be- 
sides being one of the organizers of the 
Philadelphia Shoe Retailers Associa- 
tion and the National body, Mr. Reisz- 
ner was formerly president of the 
Market Street Business Men’s Associ- 
ation, the Thirteenth and Sansom 
Streets Business Men’s Association, 
both of which he helped organize, and 
the Fifty-second Street Business Men’s 
Association. He was primarily respon- 
sible for organization of the latter. 


“The difference between good shoes 
and bad shoes is like the difference be- 
tween silver and quicksilver. If you put 
your finger on silver you have a valu- 
able article under it, while, if you try 
to put your finger on quicksilver you 
have nothing under it. It is always a 
good season for good shoes.” 

Al Slavens, of the Arch Pre- 
server Shoe Shop, Louisville, Ky. 


Bristol Opens Newly 
Remodeled Store 


BALTIMORE, Mp. (UTPS).—The for- 
mal opening of the newly remodeled 
and enlarged shoe store of the Bristol 
Shoe Stores, 38 West Lexington 
Street, makes a distinct and important 
addition to the exclusive retail shoe 
field of Baltimore. The store now 
occupies more than double its former 
floor area made possible through the 
extension of the rear of the building 
and the opening of another salesflioor. 
Heretofore the store had but one sales- 
floor, now it has two. One is devoted 
to women’s shoes exclusively, the other 
to children’s. Hosiery sections have 
been opened on both floors, one of them, 
the children’s hosiery department, is 
entirely new, the other, the women’s 
hosiery section, has been greatly en- 
larged and remodeled. The store has 
been equipped with a new shelving 
system, chairs and other interior fix- 
tures. In addition it has a new store 
front featured with two attractive and 
large ry windows flanking both 
sides of the main entrance. Formerly 
there was only one display window. 





Crandall’s Celebrate 
Eighth Anniversary 


Des MoINEs, Iowa (UTPS).—Cran- 
dall’s of Des Moines was the first shoe 
store in Iowa to adopt the fixed price. 
With this idea in mind, they also in- 
corporated the policy of “less profit per 
pair—more pairs per year.” 

In commemoration of the eighth an- 
niversary of this event, they ran an 
unusual ad in the paper depicting the 
“snappy” Crandall style of 1919, which 
would drive even an old fashioned lady 
to desperation now, as contrasted with 
the up-to-date “chic” style of 1927. 

By sticking to this policy, greatly 
increased sales has been the result. 
Mr. Crandall believes “it’s the ones 
that come back that count.” And by 
giving more, he has gotten more. 

Realizing that the public knows value 
and by giving unusual value at the 
fixed prices of $5 and $6, an immense 
volume of business could be developed. 
Time has proved the fact and now in- 
creased volume has made it possible 
for them to give even greater value 
than they at first thought possible. 

Their store is located in the Shops 
Building, at Walnut and 8gth. This 
building is made up of individual 
shops, all endeavoring to render per- 
sonal service. Crandall’s have carried 
this idea out to the extent that they 
have segregated the men’s department 
from the ladies and yet communicating. 

Mr. Crandall says that there is no 
let up to the demand for patent leath- 
ers for the ladies, although colored 
shoes are quite the vogue, and “whites” 
getting more popular every day as hot 
weather advances. 


“Peoples” Lease Store 


RICHMOND, VA. (UTPS).—The Peo- 
ples Shoe Stores Company, Incorpo- 
rated, a chain organization, has leased 
for a number of years, the store prop- 
erty at the northeast corner of Seventh 
and Broad Streets, in the National 
Theater Building, from the United 
Cigar Stores Company of America, 
Incorporated, which had leased it some 
time ago. As soon as necessary re- 
pairs and alterations are made, the 
concern will open the first of a chain 
of modern men’s, ladies’ and children’s 
shoe stores in Richmond. 


New Shoe Stores 


The Shoppe, Coffeyville, 
Kan. hornton, (proprietor) 
(women’s exclusive shoe store). 

Eveleth Bargain Store (Ben Soloski, 
proprietor), 201 Grand Avenue, Eve- 
leth, Minn. 

Clifford Shoe Store, Post 
Darien, Conn., shoe department. 
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Fairy Lasts are fully protected by 
American and Foreign Patents. 









Lasts. 


tomer. 


sale is made. 


shoe or slipper. 


Extra 
Profits 


With Fairy Lasts 


GHOE dealers are fast taking advantage of the wonderful oppor- 
tunity afforded them by Fairy Lasts for increasing their profits. 
Never before has it been possible to arouse so much interest in 
shoe trees as is being enjoyed by these new and different Fairy 


Every woman who wants to keep her shoes new, will want a 
pair. When you sell a pair of shoes, show Fairy Lasts to your cus- 
Point out to her how these beautiful, golden-yellow lasts 
will hold the delicate leathers, without strain or injury, and the 


Fairy Lasts are made in six different lasts to fit every type of 
Write us today for sample and complete details of 
our interesting dealers’ proposition. No obligation, of course. 








Be sure to see our exhibit at the Boston Shoe & Leather Fair, 
Booth 20, Statler Hotel, Boston, July 5, 6 and 7 








THE SHOE FORM COMPANY, Inc., AUBURN, N. Y. 
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“Lenox Welt Plain Blucher” 


= 2109—Child’s Patent, 2 to 5...$1.35 
3109—Child’s Patent, 4 to 8. .$1.60 


4109—Child’s Patent, 82 to 11 1.90 
5109—MDisses’ Patent, 114% to 2 2.25 
2 =§=©2108—Child’s Tan Calf, 2 to 5. 1.35 
3108—Child’s Tan Calf, 4 to 8. 1.60 
a Tan Calf, 8% to ina 
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3138—Child’s Gun Metal, 5 to 8 1.60 


4138—DMisses’ Gun Metal, 8% 
Se RS Pe ae 1.90 
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THREE GOOD SHOES 
IN 3W’S LENOX LINES 





“Arch Support” 
Sizes 4 to 8—EE 


1023—-Women’s Black Kid..... $2.60 


1024—Women’s All Patent... .. 2.60 
1017—Women’s Black Kid Lace 
SS er 


Arch support with ent counter and 
steel shank pieces. 


& Watkin Co. 


PHILADELPHIA, PA. 


E FACTORY: ANNVILLE, PA. 
a) Sole Distributors for New York and Vicinity, Merritt Elliott & Co., 132 Duane St., 
J New York, N. Y. 
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NOW IN STOCK 


NOTE PARTICULARLY 
THE ARCH SUPPORT 
ANNOUNCEMENT 





Patent Colt One Strap 
Diamond Cut Out 


4609— 8% to 11............ $1.95 
$609—11% wo 2............ 2.15 


Same—But Black and White Trim 


4612— 8% to 11............ $1.95 
5612—11%4 to 2............ 2.15 
7612— 2% to 6 (Cuban Heels) 2.45 
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Speakers Named for 


Wisconsin Convention 


MILWAUKEE, Wis.—Three principal 
speakers who will be on the program 
during the annual convention of the 
Wisconsin Shoe Retailers’ association 
here, Aug. 2 to 4, have been announced 
by the speakers’ committee. 

Vinton M. Pace, manager of Gimbel 
Bros., department store at Milwaukee 
and well-known merchandising man, 
Dr. Arthur Wilson, chief chemist for 
the A. F. Gallun and Sons Co., tanners 
at Milwaukee and J. R. Grigg, buyer 
for the S. J. Brouwer Shoe Co., promi- 
nent retail firm at Milwaukee, are the 
men. Their places on the program are 
to be selected later and the subjects 
which they will talk on will also be an- 
nounced. 

The speakers’ committee which is 
composed of W. J. Muckle, chairman 
and A. C. Klein, Milwaukee, and Harry 
Balaban, Madison, has reported that 
there will be a further announcement 
relative to additional speakers for the 
convention within a short time. They 
are negotiating with others to address 
the retailers. 

The various committees of both the 
Milwaukee Shoe Retailers’ Association 
and the Wisconsin Shoe Travelers’ As- 
sociation are functioning very well and 
they will have complete reports to make 
on the progress of their duties within 
a few weeks. 

Manufacturers and others are taking 
booths for the convention and the 
Travelers anticipate a complete sell 
out for the meeting. Hotel reserva- 
tions are being received in good num- 
bers. The entertainment committee is 
working to arrange the best program 
of entertainment that the State con- 
vention has ever had. 





Boger & Jones Are 
Doing Good Business 


PHILADELPHIA.—The B and J Boot- 
ery, 108 South Fifty-second Street, is 
celebrating its first anniversary. Or- 
ganized a little more than one year 
ago by A. G. Boger and A. W. Jones, 
men who have had years of experience 
in the retail shoe trade, the firm is 
doing a most satisfactory business and 
serving the needs of the community. 

Mr. Jones was formerly associated 
with A. H. Geuting and Mr. Boger was 
with both Claflin and Bedell. In estab- 
lishing their business in West Phila- 
delphia they were up against consider- 
able competition, for within a radius of 
a few blocks there are half a dozen 
shoe stores. Two months before they 
made their initial venture, a large 
chain organization opened a branch 
directly next door. In spite of this 
handicap they have met with success 
from the start. 

Speaking of their business and the 
future outlook in the retail shoe trade, 
Mr. Jones said he believed there was 
every reason for encouragement in 
spite of talk of bad times. But the 
retail shoe merchant must use vision 
in gauging his own particular busi- 
ness, he said. In line with this policy 


the B and J Bootery hasn’t gone in 
very strong for colors this season. In 
fact both Mr. Jones and Mr. Boger 
said they foresaw several months ago 
that there would be little demand for 
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Answer on page 28. 


5—W hat is a “Telegram Sale”? 


33. 


held’? Answer on page 34. 
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colors in their territory. Therefore, 
they played almost everything in black. 

As a result, now, when ninety per 
cent of their call is for black, they 
aren’t overstocked with unmovable 
goods. Mr. Jones said he finds there 
is a tendency for plainer style shoes. 
Forty per cent of the black sales are 
satin and fifty per cent patent leather, 
with medium, 14 heels. Whites are 
very spotty. 


Contest for Queen of 
St. Louis Pageant 


St. Louis, Mo.—Up and down the 
length and breadth of the land is being 
sought a lovely girl who can be 
crowned Queen of Fashion at the 
annual fashion pageant of St. Louis, 
renowned everywhere as the world’s 
largest and most spectacular trade 
style show. 

The fashion pageant is to be held 
in St. Louis, Aug. 4 to 17, inclusive, 
at the height of the market season. 
Zone contests are now being conducted 
in fourteen cities of the United States 
to nominate local Queens of Fashion, 
who will enter the national contest here 
during the two weeks of the pageant. 
It is expected that from two to eight 
additional cities will enter the contest 
shortly. 

A prize of $1,000 will be awarded 
the girl chosen as Queen of Fashion. 

This quest for the most perfect gar- 
ment model in America will provide 
the theme of the fashion pageant this 
year. The action of the pageant will 
revolve around the arrival of aviators 
bringing the visiting Queens of 
Fashion to the contest. The regular 
promenades of the models will be 
staged in their honor. The queens 
themselves will promenade twice over 
the runway each night. 

The presentation of men’s fashions, 
which was a successful innovation last 
year, will again be a feature of the 
pageant. 

Visiting buyers will be granted fare 
and a half railroad rates. They will 
have an excellent opportunity to ob- 
serve the consistent progress that the 
St. Louis apparel industries are mak- 








ing in artistry and style leadership. 





Remember What You Read? 


Do you remember all you read? Let’s see how much information 
has imbedded itself in your mind after reading this issue of the 
Here are a set of questions, the an- 

swers to which are to be found in the articles in this week’s issue: 
1—What well known golfer won $1,000 for being the best dressed 

player in a recent tournament? 
2—Who is known as the Master Shoe Artist? 
3—Who is the President of the Boston Shoe and Leather Fair? 


4—What is a “Daily Mark Down Sheet?” Answer on page 29. 
Answer on page 30. 

6—W hat is a “Magic Carpet Sale”? 
7—In what city is the Marrott Shoe Shop located? 


| 


| 











Answer on page 22. 
Answer on page 2A. 


Answer on page 31. 
Answer on page 


8—Who says “Ninety per cent of the special sales should not be 


ee nO 


R. E. McLoughlin Plans 


to Manufacture Shoes 


NASHVILLE, TENN.—In keeping with 
plans made known January last, R. E. 
McLoughlin, who for the past ten 
years has been associated with the J. 
W. Carter Company, Nashville, in 
charge of merchandising, sales and ad- 
vertising, severed his connections June 
15, and will devote his time to develop- 
ing plans for the manufacture of a 
short line of men’s dress style shoes, 
it being Mr. McLoughlin’s intention to 
produce shoes that will retail at $4. 

Prior to his connection with the J. 
W. Carter Company, Mr. McLoughlin 
was for many years in the Hamilton- 
Brown Shoe Company, St. Louis, a 
director in that company, and serving 
in a similar capacity. His connection 
in the Hamilton-Brown Shoe Com- 
pany was during the lifetime of the 


| late A. D. Brown. 


Mr. McLoughlin went to Nashville 
in 1917. There was then only one shoe 
factory in Tennessee. Today, however, 
Tennessee is boasting of eight fac- 
tories, seven of which are making 
men’s shoes. The development of the 
J. W. Carter Company during the time 
Mr. McLoughlin has been associated 
there has been marked. 

While severing connections with the 
Carter company is regretted, he carries 
with him the good will of his associates. 

It is understood that he may locate 
in the Middle West, and has temporary 
headquarters at Mayfair Hotel, St. 
Louis. 





Organize Syndicate 


CINCINNATI, OHIO (UTPS).—Papers 
have been filed with the secretary of 
state chartering the Syndicate Shoe 
Departments Inc. of Cincinnati, with 
an authorized capital of $100,000 to 
operate shoe departments in various 
stores. The company will also deal in 
hosiery and similar merchandise. The 
plan is to. promote a chain of depart- 
ments in retail dry goods and depart- 
ment stores. Incorporators of the new 


company are Harry C. Burns, Mabel 
F. Clancy and Margie Goesling. 
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Tull & Gordon Offer 


Four Smart Seasonable Styles 


IN STOCK 


Black Satin—Black Patent—White Kid 


50c. add’l per pair 

















The “Peggy” The “Peggy, Jr.” 


Made on our No. 110 last with 20/8 Spike heel, Made on our No. 125 last with 13/8 Cuban 
beveled edge; Kid quarter and sock lining; heel, beveled edge; Kid quarter and sock lining; 
Short vamp. Short vamp. 
36 pair run 24 pair run 36 pair run 
AAA to C AA to B Co 
3% to 8 3% to 8 


$5.75 


18 pair run 
AA to B 
4% to 8 









































The “Rio” The “Regent” 


Made on our No. 110 last with 20/8 Spike heel, 
bead edge; Kid quarter and sock lining; Short 
vamp. 


36 pair run 24 pair run 18 pair run 24 pair run 36 pair run 
AA to B AAS‘ to B AAA to B 


AAA to B AAA to B t 
7 3 to 7 3% to 7 3 to 7 3 to 7 


3 to 
$5.50 $5.50 


roe = TULL @ GORDON, Inc. “vive is 


4440- 379-385 DeKALB AVENUE Suites 447-49-51 
4441 WISconsin 2731 


BROOKLYN, N. Y. 


Made on our No. 110 last with 20/8 Spike heel, 
bead edge; Kid quarter and sock lining; Short 
vamp. 





Broadway and 34th St. 
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Whites Selling Briskly 
in St. Louis Stores 


St. Louis, Mo.—White shoes con- 
tinue to sell briskly, in fact all of the 
activity is centered on either white or 
patent. Operators are reporting a 
lack of sizes and style in better grades 
of white merchandise. Unquestionably 
white footwear will be well cleaned up 
by the middle of July. The opinion of 
practically all merchants is that their 
stocks will be well depleted of un- 
seasonable merchandise by the first 
week in July. One operator said he 
would find it difficult to round up suf- 
ficient merchandise with which to con- 
duct a sale. Sales will not be 
introduced during the early part of 
July if the statements of quite a few 
merchants are to be believed. Weather 
conditions have not been favorable for 
the buying of footwear that should 
have been purchased by the middle of 
June and it is believed that much of 
this belated buying will be done in 
the early part of July. 

Patent leather holds remarkably 
well, but whites have shown some in- 
crease during the past week. Red, 
blue and green kid have sold so well 
that only a few pairs remain in the 
stores. They were bought sparingly 
but received a greater demand than 
anticipated. Novelty braids and straws 
have shown good strength during the 
past week. Imported sandals have 
been cleaned up in a majority of stores 
and few pairs remain. They were one 
of the best selling dark horses in the 
stores. 


Buys Sandler Store 


BrockTON—J. A. Fincovitch of Dor- 
chester has acquired full ownership of 
the shoe store conducted for many 
years here by A. Sandler & Sons, on 
Main Street. Mr. Fincovitch, who was 
connected with the wholesale shoe busi- 
ness for many years, has appointed 
Harry Cantor as assistant manager. 
The new owner will carry high and 
medium grades, with the present long 
established “bargain counter” on the 
second floor. 


Levi Shoe Co. to Open 


HAMILTON, OHIO (UTPS) — The 
Levi Shoe Company is a new retail 
concern which will open a store on East 
High Street soon. The company is re- 
modeling a storeroom and has secured 
permission from the city council to 
erect a showcase, extending over the 
sidewalk about 14 inches. 


New Shoe Department 


ROCHESTER, MINN.—The C. F. Massey 
Co., local dry goods store, will install a 
shoe department on July 15, next. C. 
A. Johnson will have charge of the de- 
partment, which will be attractive in its 
new shelving, chairs, and fixtures. 


Walk-Over Closes Store 


St. Louis, Mo—The Walk-Over 
store at 515 North Sixth Street was 
closed on June 30 and consolidated 
with the large store at 612 Olive 
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worth considering. 


times turnover. 


selling. 


third time. 
—Ed. Note.) 





Merchandising Fundamentals 
By Ernest A. Burrill 


Retail Contact Man, Geo. E. Keith Co. 


Staple Turnover 2 Styte Turnover 3 Tolul lumover 2% 





What is a “staple” women’s shoe? 





Every store will show a varying relationship of these figures, 
but the suggestion of budgeting women’s stocks by lines instead 
of total pairs in your store and your buying along this basis is 
In the staples, a load of 900 pairs on hand 
against a year’s sales of 1800 pairs is a two time turnover. In 
the style shoes a load of 900 pairs and a year’s sales of 2700 
pairs is a three time turnover. 
1800 pairs and a year’s sales of 4500 pairs is a two and a half 
Also notice that while the sales program re- 
flects 90 lines of style shoes throughout the year there should be 
but 30 lines in the store at any one time. 
ing capacity” of about 8 new style shoes per month. 


This covers perhaps 80% of the average women’s department. 
In addition there must be allowed a 10% 
“experimental” buying, and another 10% area for “cleanup” 


For the total stock a load of 


This means a “receiv- 
“spot” or 


area for 


Any style which is bought a 


(The eighth of a series of ten merchandising sermons in tabloid form. 








J. M. Watson Buys 


San Antonio Building 


San ANTONIO, TEx.—(UTPS)—The 
entire ground floor of the Hicks Build- 
ing, a five-story structure in the center 
of the commercial district on the prin- 
cipal business street of this city, is to 
be occupied by the Guarantee Shoe 
Company, according to J. M. Watson, 
president, who has announced his pur- 
chase of the building for $525,000. 
Leases on the ground floor of the 
Hicks Building will expire in 1930, and 
it is the plan of the Guarantee Shoe 
Company to move into its new quarters 
immediately thereafter. The store will 
have a frontage of fifty feet on Hous- 
ton Street and one hundred and fifty- 
seven feet on Broadway, two of San 
Antonio’s busiest thoroughfares. 

Sale of the Hicks Building to Mr. 
Watson sets a new record for front foot 
prices on Houston Street. In 1897 the 
same property sold for $700 a front 
foot, while the price to Mr. Watson was 
$10,500 a front foot. 

Mr. Watson got his start in the shoe 
business with J. C. Dingle, in Spring- 
field, Mo., where, at the age of 18 years, 
he worked as stock boy and handy man 
about the place. Seven years later he 
was one of the owners of a shoe store 
and three years after that he sold out 
to establish himself in San Antonio. 
He and his partner bought out a store 
owned by the firm of Shepherd and 
King, which was doing a business of 
about $30,000 a year. At the close 
of the first year that it was operated 
by its new owners, the firm of Watson 





Street. 


and Ruff, business amounted to 





75,000. Today, according to the an- 

nouncement of the company’s plans, 
the Guarantee Shoe Company has a 
capital of $200,000, with a $50,000 
surplus, and the annual business 
crowds $1,000,000. 


Adler Touring Europe 


New York—Jesse Adler, president 
of The Adler Shoe Co., vice-president 
of the N. S. R. A., and chairman of the 
1927 N. S. 'R. A. men’s shoe style com- 
mittee, recently wrote to the Editor of 
the REcorDER from Italy that he was 
taking life easy at Lake Como, after 
visiting London, Paris, Vienna, Berlin, 
Venice, Lido and Milan. He says that 
he had been having a wonderful trip; 
that he had been to the Tower of Lon- 
don, Potsdam Palace, Schoenbeuon 
Castle, The Doges Palace, Versailles, 
and elsewhere; that he spoke before a 
group of shoemen in Berlin on N. S. 
R. A. Style Committee work, but re- 
fused to do so in Vienna, as he has 
dedicated his trip to pleasure and he 
much desired a change from the cares 
of business. Mr. Adler will land in 
New York July 5 and immediately 
Sost for the Boston Shoe and Leather 

‘air. 


Smith Shoe Co. to Move 


DuLUTH, MINN. (UTPS)—The Smith 
Shoe Co., 18 Second Avenue W., has 
just closed a removal sales closing out 
campaign in preparation for removal 
to a new site at 4 East Superior Street, 
which is the main shopping avenue. 
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ARTISTIC SHOES 


for Early Fall 


Radiantly beautiful and authentically fashioned for the best 
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dressed women of America. Leading merchants with a rare 
° . 66, 99 ¢. 
sense of style judgment have proclaimed them the ideal line 


for $10 selling. 





Our entire collection of Fall models is now on exhibition in , 








our handsome new showroom in the Marbridge Bldg., Room 


540. When you come to New York on your buying trip, don’t 






miss this opportunity to see 














AMERICA’S FOREMOST LINE of $10 RETAILERS | 
Artistic Shoe Co, Inc. 
Factory & Showroom 





580 Throop Ave., Brooklyn, NY. 


New York Office: 540 Marbridge Bldg. 
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What’s Coming in Men’s Shoes 


N the better grades of men’s shoes 
there is a definite trend toward 
toes slightly narrower than the rug- 
ged, round toe of yesterday. There is 
a definite trend toward the squarer 
types, also. I think that it might 
be called the New York tendency. 
The demand for the squarer type 
will, and in fact does emanate from 
New York. Another way of put- 
ting it is that there is a definite 
trend in two classes of toes—the 
narrow round toe and the slightly 
square toe—one being an absolute- 
ly round toe, while the other is 
more oblong, or square, or not so 
narrow as the so-called narrow toe 
of the better grades. 
“There is a tendency toward a 
little deeper shade of tan. There 


By ALFrep W. Donovan 
President, E. T. Wright & Co. 


are some very dark colors of tan 
shown, but these apparently will 
not have a good acceptance; the 
actual demand will be, I think, for 
the slightly richer tones on the me- 
dium color of tan. In the past there 
has been the medium tan, and the 
light tan, to choose from. Now the 
light shade will be superseded by 
the rich, medium tans, which will 
come into their own, with renewed 
vigor this fall. 

The collegiate and storm shoes 
will carry the extra weight sole 
leathers, but I believe that the great 
majority of shoes chosen by the well 
dressed man for business and gen- 
eral street wear will not carry as 
many “over-weight” soles, with 
heavy edges, as those of last fall. 
My thought in this matter is that 
average men will have derived so 


much comfort and satisfaction from 
the summer weights that they will 
choose the lighter weight type of 
sole for fall and winter instead of 
the very heavy weights. For those 
who choose the collegiate type of 
last, these men will undoubtedly 
want a shoe with all of the “ear- 
marks” of this type of shoe, calling 
for brogues. But with the coming 
of the fall trend for narrower toes 
in the higher grades, men will un- 
doubtedly prefer wing tips in the 
fine calfskin shoes. As an encour- 
aging thought, the average man will 
not feel so conspicuous as if shod 
in the lighter tan shades, and yet 
he could not possibly think of wear- 
ing this rich shade of medium tan 
for formal occasions—and thus the 
two pair sale of men’s shoes for fall 
is insured.” 





Darker Tans for Men 


Important opinions on the style 
trend in men’s footwear for Fall are 
given herewith: 


Edwin Clapp & Son, Inc., East 
Weymouth, Mass.: “Advance or- 
ders on the new creations in our 
high-grade men’s shoes for fall 
show that the plainer types in the 
rich, darker tan shades on the cus- 
tom last, are meeting with a splen- 
did reception. We believe that the 
popular styles in our grade will be 
along the lines of narrower toes, 
following the delineations of the 
custom type of last. To describe 
this darker shade of tan more par- 
ticularly, we would say that it is a 
tone darker than the medium tan of 
last year. It looks to us as though 
there would be 50 per cent of black 
shoes sold for fall, and the new tan 
shade is enough different, if pre- 
sented correctly, to insure at least 
a 50 per cent sale on tans. It is 
safe to plan on high shoes for fall 
in the proportion of one-tenth of 
the stock on that type, perhaps even 
less in the big cities, with fully 
nine-tenths of the stock consisting 
of low shoes. In our grades the 
plain tip pattern is popular and the 
other requirements of the plain, 
custom last carry with them the 


blind and agatine eyelets, with some 
brass eyelets. 
* * * 


Thayer McBride, sales manager 
of the Stetson Shoe Co., South Wey- 
mouth, Mass.: “I believe that the 
three most popular lasts in the Stet- 
son men’s line for fall will be the 
custom last, the English and a 
modified brogue. Of the three, I 
think the English last will be the 
biggest seller. In colors the trend 
is decidedly toward darkers tan and 
browns, not so dark, however, as 
to interfere with the sale of blacks 


in our grade. Grained leathers, 
which did not sell so freely last fall, 
will be in better demand for the 
fall of 1927.” 


Reopen Mills 


The large Herbert hosiery mills 
at Conshohocken, Pa., near Phila- 
delphia, operation of which was 
halted last year when the company 
purchased a plant in Norristown, 
are to be again placed in operation. 
The interior is being renovated, new 
machinery installed in place of that 
taken to Norristown and a higher 
grade of hosiery is to be produced. 











“Dear Mr. Retailer: 


without great risk. 





or] 


The National Association of Shoe Wholesalers has issued the following 
bulletin to the retail shoe merchants of the country: 


“Keep Cool on the Price Question! 


“We hope that none of our friends will be stampeded into buying 
heavy advance orders by the present price situation. Between twenty- 
five and thirty-five per cent of the season’s needs should be bought 
ahead regardless of possible price changes. 

“If all Retailers would follow this policy it would enable Wholesalers 
and Manufacturers to spread out production over the year in such a 
way that manufacturing cost would be at a minimum, and it could be 
done by Retailers without risk of overstocking. 
cannot allow price flurries to affect their judgment on quantity buying 


However, Retailers 


“NATIONAL ASSOCIATION OF SHOE WHOLESALERS, 


“Ralph B. Jones, President.” 
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NEW GROVER 
In Stock Numbers | 
















No. 6805 


No. 6805. Black Kid. Cut-out quarter. 224 
Last. Turn sole. 13/8 covered wood heel. 


In Seock widths, AA-D .............+5;. $5.50 


No. 6854T. Black Kid. Cut-out quarter. 224 
Last. Turn sole. 13/8 rubber topped heel. 
ie Geeek widens, AA-E <.. <2 5.550205, $4.60 


No. 3604N. Same pattern as No. 6854T in 
Black Kid. 402°Last. Turn sole. 13/8 rubber 


topped heel. 
In Stuck wide, AA-E...........5..664 $5.10 


















No. 6854T 


J. J. Grover’s Sons Co. 
Stoneham, Mass. 


Boston Office: New York Office: Los Angeles Office: 
584 Hotel Statler Bldg. Marbridge Bldg. 1020 Loew’s State 
Park Square 47 West 84th St. Bldg. 


“Over Fifty Years of Service” 


1. Prevention of Fire. 
2. Payment of Loss. 
3. Lowest Cost to Insured. 


These are the three major considerations in 
Central Insurance Service. Through skilled 
fire prevention engineers, we give our pol- 
icy-holders unusually efficient cooperation 
in the elimination of fire hazards and pre- 
vention of loss. Ample resources, backed 
by a reputation for fair adjustments and 
prompt settlement of honest claims, assure 
payment of loss. Our dividends to policy- 
holders represent an actual saving of 30% 
in their insurance cost. 






On approved risks, we offer 
quality protection at low cost. 
Write for further information. 


A Griendly 


\ e 


Manufacturers Mutual Insurance Company 
of Van Wert. Ohio. 





Fire and Automobile Insurance for Select Risks 

















Just Completed, and the Outstanding 
Success of the City 


The Belvedere Hotel 


48th Street, West of Broadway 
Times Square’s Finest Hotel 


Within convenient walking distance to impor- 
tant business centers and theatres. Ideal transit 
facilities 
450 Rooms 450 Baths 
Every Room an Outside Room—with Two Large 
Windows 


Large Single Rooms Size 11’ 6” x 20’ with bath, 
$4.00 per day 


For Two, $5.00—Twin Beds, $6.00 


Large Double Rooms, Twin Beds, Bath, 
$6.00 per day 


Special Weekly Rates 


Furnished or Unfurnished Suites with serving 
pantries, $95 to $150 per Month 


Moderately Priced Restaurant featuring a peerless cuisine 
Illustrated booklet free on request 


CURTIS A. HALE, Managing Director 
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Miss Summertime 


IN-STOCK 


Of Genuine Imported Straw 
Weave 


Black and White 

Tan and White 

Brown and White 

Spike and Cuban 
A-C 


$4.60 


Like Lindbergh’s flight, shoes of Basket Weave Straw 
have caught the Summertime fancy of women the 
Nation over. In many colors combined with white— 
complementing any Summer gown. 
Flexible—cool—decidedly summerish. Here’s the shoe 
for Summertime Profit! 

In-Stock, of course. Quick action is imperative. 


Yours truly, 


Gro. M. Rosen, 
Gen’l Mer. 





While in Boston, make it a i a Booth 92, Room 561 


point to investigate Merchants _, by ag 


Styles and Service. Ns July 5-6-7 
57 LINCOLN ST. BOSTON, MASS. 
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RELIANCE 


Women’s Smart 
$5 and $6 Retailers 


Style is transitory. Reliance senses the 

good in style—captures it “ton the wing” 

—develops it speedily—delivers it to their 
See ¢: Risen trade ahead of competition. 


Thomas A. Eagen 
James H. Maybury 


eee Many of the cleverest and most successful 
buyers follow the leadership of Reliance. 


' Copley Plaza Hotel 
Boston 
Week of July 5 


Reliance Shoe Co. Beverly, Mass. 

















APPROVED BY 
MEDICAL MEN 


for the ankles 
and as a fu 
shoe, the Burkley Venti- 
lated Foot Developer is unexcelled. 
Well known surgeons recommend its 


ase. 
Make your stock of 
children’s shoes com- 


VENTILATIONS = d _ oeed 
30 Lines—Men's House au Phone Brockton 2138 
Slippers. Always in for immediate action. 


stock. Price Range 


cameras ied BURKLEY 
Opera, $2.35. SHOE co. 


WOT LOTT a 



































Honest Boudoirs | NO, WILLIAM! 


SADDENING AGENTS are not those eggs who pull door bells 


pon Mage = A a 2 os out by the roots and thus ruin the good wife’s entire day. 
sold. Carried in stock for immediate In the Shoe and Leather Lexicon SADDENING AGENTS are 


delivery and A Ay bd — — defined: “‘Addition of substances during dyeing to produce duller 
heels, Ask your jobber for shades.” 

reeleys—and write us i Just one of the hundreds of bits of information in this 

ae Goines Cover Gem. valuable book which a smart salesman can casually slip to the 

customer—increasing the latter’s confidence in his ability to 


Deliveries At Once : sell the right shoes. 


This Sales-Making Tome 
Costs Only Fifty Cents 


A. W. GREELEY (Cash with orders, please) 
12 Duncan Street - - - Haverhill, Mass. Boot and Shoe Recorder Publishing Company 


wy 207 South Street, Boston 
| 
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CAPTIVATING 


No. 1257 
IRIS 
Patent Leather One Strap 


with 18-8 Spike Heel. 
IN STOCK NOW 
AAA to C 


$3.75 


CHARMING 


No 1301 
OPERA 


Patent Leather Pump with 
19-8 Spike Heel. 
IN STOCK NOW 
AAA to C 


$3.50 


mimavudcn mr<xHw 


Riley Creations are as profitable to you as 


they are pleasurable to your trade. 


No. 1259 


Freighted with style, full of service, these canme 
Patent Leather One Strap 


numbers bring you a major return from first pith (cut Out on Quarter, 
7 ; : : uban Heel. : 
sales, while ensuing sales spring from the IN STOCK NOW 


satisfaction found in the footwear. $3.60 


The IN STOCK Service functions prompt- 
ly, aiding you to get the merchandise you 
desire, at the time you need it. Make use of 
this quick-action department. It is here to 
serve you. 


The Riley Shoe Mfg. 
Columbus, Ohio 
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WHERE TO BUY 
Men’s Shoes 


Shoe Market News 


in the Boot and Shoe Recorder 





















NATIONAL NEWS 


SATURDAY, JULY 2, 1927 





EVERY WEEK 














Te... ere & LEATHER CO. 
WHITMAN, MASS. 











FOR MEN 


Brechin i Mass. 

















HENRY LILLY CO. 
110 Duane St. New York 


AUCTION TRADE SALES of 


SHOES and RUBBERS 


Every Wednesday and Friday 











Tue 


PR SHOE 
FOR MEN 
(P).. A. PACKARD CO., Makers (P) 
BROCKTON 


NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
N. Y., U. S. A. 
MEN'S FINE SHOES EXCLUSIVELY 




















Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 
SHOES 
Brockton, Mass. 




















Boston Market 
Has Promising 


Fall Outlook 


Prospective Price Advances 
Stimulating Early Seasonal 
Orders from Retailers 


Boston, Mass.—The outlook for fall 
in the shoe manufacturing and whole- 
sale shoe trade is promising, with many 
purchases being made for advance de- 
livery. For instance, some very big 
buyers have been in this market during 
the past few weeks. In one case, a 
shoe manufacturer in this district re- 
ceived two orders amounting to from 
$35,000 to $40,000, each on shoes to 
retail at from $7.50 to $12.50. These 
were all shoes that are to be made to 
order, and include no stock ntmbers. 
Orders placed with houses here give 
every indication that retail shoe mer- 
chants believe that their fall business 
will be good, and while there has been 
in the past some reluctance toward 
buying in large quantities, retail shoe 
merchants are evidently beginning to 
feel that the time for booking bigger 
orders has arrived. 

The knowledge that hides and leath- 
er are rising in price, and are not like- 
ly to be any lower, and the fact that 
manufacturers must pay more for their 
leather, with a consequent general in- 
crease in the price of shoes, is acting 
as a stimulus to increase orders of 
shoes in the hope that perhaps buyers 
will be able to get more advantageous 
prices if they purchase right away, 
rather than later when, perhaps, the 
shoe prices may be even higher. Shoe 
manufacturers state that if the retail 
shoe merchants do not buy now that a 
great many will be disappointed in their 
early fall deliveries, as it takes from 
six to seven weeks in which to manu- 
facture wanted styles and get them 
into the hands of the merchant to meet 
the early fall demand, and therefore 
that there is no time to be lost. 

The Boston Shoe and Leather Fair, 
to be held at the Hotel Statler, July 
5-7, is expected to draw the largest 
attendance of visiting buyers that this 
market has seen for ten years. Manu- 
facturers state that department stores 
and other big shee operators the coun- 
try over have been conducting sales of 
numbers on hand; it is anticipated that 
the smaller merchants will follow suit 
—and consequently, with much of the 
old stock of shoe stores cleaned out, 
or about to be cleaned out, many size- 
able orders will be placed at the Boston 





Shoe and Leather Fair. 




















Volume Is Gaining 
in Western Factories 


MILWAUKEE, WIs.—Shoe manufac- 
turers here continue to enjoy a good 
volume of business both on ladies’ and 
men’s footwear and for immediate and 
early fall shipments. Orders from the 
salesmen on the territories are good 
and the mail order business which has 
been holding strong all season is prac- 
tically as good as it has been in pre- 
vious weeks. 

Black is the prevailing color in de- 
mand by the retail trade and many an- 
ticipate that it will predominate 
through the summer and fall also. 
Black patents in the ladies’ footwear 
are still leading while black kids and 
suedes are also being called for. The 
darker shades of tan in both men’s and 
ladies’ shoes are expected to be more 
in demand for the fall months. Medium 
tans are being taken for immediate de- 
livery and the report is that the re- 
tailers have ngt been moving many 
light tans in this territory on account 
of the cold weather which lasted so 
long. 

Fred W. Moritz, general sales man- 
ager of the Harsh and Chapline Shoe 
Co., here, said that business is very 
good now and a substantial gain has 
been made by the company in the vol- 
ume. The new Harshline dress welts 
are meeting with a good reception he 
reported, from the trade, and he be- 
lieves this line will sell very well in the 
future. The company has put in a new 
extreme broad toe last which will be 
used for the fall styles. Blacks and 
dark shades of tans are expected to be 
the principal movers for the fall busi- 
ness, Mr. Moritz said. The salesmen 
of the company will be in Milwaukee 
the week following July 4 to receive 
samples of the new fall line. For im- 
mediate delivery, Mr. Moritz said that 
blacks are still holding up well while 
medium tans are good. Light tans are 
practically out. Broad toes continue 
to be in demand by this firm’s trade. 

James H. Pratt, secretary of the 
Walter J. Booth Shoe Co., reported that 
their business is holding up well and 
is better than a year ago. Blacks con- 
tinue to enjoy a good sale, better than 
the manufacturers and retailers an- 
ticipated, Mr. Pratt said, and the me- 
dium shades of tan are also moving. A 
good fall business is expected by the 
Booth company, and Mr. Pratt said 
that the trend seems to be to the blacks 
again for fall and the darker shades of 
tan, as generally reported. 

























































Drew Line at Essex 


Boston—The line of The Irving 
Drew Co. of Portsmouth. Ohio, will be 
shown by Charles H. Miller during 
Boston Style Show Week, at the Hotel 
Essex, Room 923. 
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Pumps Lead in Styles 
Ordered in Lynn 


LYNN, Mass.—Pumps, in opera and 
regent models, some stepins and a new 
type of pump were called for by supple- 
mentary orders placed late in June for 
immediate delivery. Materials are 
patents and satins. Patterns are as 
plain as can be, excepting for stepins 
which are trimmed with clever bows 
or buckles. Most of these shoes are 
French corded. Such cording helps to 
hold shoes in shape. These shoes are 
for early July sales. Presumably, 
buyers of them are filling up their 
stocks. 

Oxfords are in new power among 
fall samples. They range from the two 
eyelet types or “low dips” to seven and 
eight eyelet styles or “high fronts.” 
French oxfords, the feature patterns, 
have clever little cut outs on their 
fronts. Sales of oxfords are expected 
to increase. But pump effects will hold 
on persistently. Little touches, such 
as the width of the strap, the trick of 
the ornament, or the knack of the lace, 
or the make of the eyelet will have 
much to do with the development of 
new styles. 

It costs anywhere from a nickel to a 
quarter more to make shoes than at 
the beginning of the year. lLynners 
will figure shoes up or down, to meet 
requirements of buyers. Price prob- 
lems will be generally discussed in the 
public markets. But they will be set- 
tled by maker and buyer in private con- 
ference. Some buyers have already 
consented to higher prices. Others ob- 
ject. 
: Patent leather is up as much as five 
cents a foot. Calf is going up. Kid 
is valued according to its grain and 
color. Soles are up from two to five 
cents a pair. 

Heels, one of the most interesting 
parts of lasts since skirts have revealed 
them, show 14/8 as the common height 
for street and informal dress shoes. 
Some wood heel firms are carrying 
heels of such height in stock to accom- 
modate makers of shoes. This looks 
like standardization. Heels for dress 
shoes were reported last week at 16/8, 
a low level. However, there are plenty 
of 18/8 heels, but heels higher than that 
are few. Foreparts continue to show 
the trend toward narrow toes and 
longer vamps. 

Another idea for the improvement of 
heels is the use of right and left count- 
ers. It is familiar in the fine trade. 
It is spreading in the popular price 
lines. The ankle bone is higher on 
the inside of the heel than on the out- 
side. The inside half of the heel differs 
in shape from the outside. The right 
and left counters are a help in getting 
more shoes fitted right. 

It is expected that there will be a 
turn from blacks toward brown on 
fall orders, and, also, a revival of rep- 
tiles, and some increase on satins. 
Prices, now rising. will have a strong 
influence on selection of upper stock, 
for shifts will be made to keep down 
prices. 

Some Lynn firms are working for 
quicker production. 


9000 Pairs to a Load 


LyNN, Mass.—New motor trucks 
carry a load of 250 cases, or 9000 pairs 
of shoes from Lynn factories to Boston 








terminals for shipment to various parts 
of the country. A load like that is 
stock sufficient for an average store. 





Bostock Shoe Company 


Formed in Brockton 


BrocKTON—For the second time in as 
many weeks, Brockton seems destined 
to obtain still another shoe concern, the 
Bostock Shoe Co., which, if satisfactory 
manufacturing space can be obtained 
here, plans to begin operations as soon 
as possible on the manufacture of a 
high grade shoe of the Littleway proc- 
ess, which is described as similar to the 
McKay idea. Regular styles will be 
manufactured in addition to special 
patented shoes in novelty lines. The 
concern hopes to start on a basis of 500 
pairs a day and to employ about 75 to 
100 at the beginning. 

Negotiations now are going forward 
for the second and third floors of the 
Brockton Factory Association building 
on Court Street, but if the space can- 
not be leased on satisfactory terms the 
firm plans to locate in South Braintree. 

Harry Byron of Mercersburg, Pa., 
and his brother, Joseph Byron of 
Hagerstown, Me., both widely known 
as proprietors of shoe manufacturing 
plants, including a heel factory and a 
tannery, are president and vice-presi- 
dent respectively of the new company. 
William F. Bostock of South Braintree 
is treasurer and George H. and Thomas 
F. Bostock are other directors of the 
concern, which is capitalized in the sum 
of $30,000 to start. 

Mr. Bostock, Sr., is widely known in 
the shoe trade, having been connected 
for years with the Boston branch of 
the United Shoe Machinery Corp., 
specializing in perfecting systems and 
bettering the efficiency of shoe plants 
in the interests of the U. S. M. C. 





Sportocasin Changes Name 


YARMOUTH, ME.—On July 1, the 
former Sportocasin Co., purchasers of 
Norman & _ Bennett, Incorporated, 
changed its name to The Abbott Com- 
pany, Sport Shoe Specialists. Its let- 
ter head will read: “The Abbott Co., 
Sport Shoe Specialists, Sportocasin 
Division (on the left hand side), 
and Norman & Bennett Division” (on 
the right hand side). For the next 
two or three years, all advertising of 
Norman & Bennett products will be 
signed: “The Abbott Co., Sport Shoe 
Specialists, Norman & Bennett Divi- 
sion.” Models on hand and those de- 
veloped in the future by The Abbott 
Co., will be similarly advertised over 
the signature of The Sportocasin Divi- 
sion. This will continue only so long 
as it is necessary to determine which 
models of the consolidated line are the 
best, at which time each product will 
be known by its individual name, but 
merely as a product of The Abbott Co., 
with all references to divisions dropped. 





Tanner Goes Abroad 


PeaBopy, Mass.— Morris Limon of 
Strauss, Limon Co., tanners, sailed re- 
cently for Europe. He will visit the 


Leather Sellers Technical college, from 
which he was graduated 17 years ago. 
He will also travel on the continent. 
His firm is building an addition to its 
tannery. 





WHERE TO BUY 
Men’s Shoes 








Cr 


50 STYLES IN STOCK 
Ready fer Delivery on the Det 





BMERSON SHOR MFG. CO. 
Rockland, Mass. 














HAND TAILORED’ 
7 HAND LASTED 


Bion F-REYNOLDs Comm: 
BROCKTON, MASS. . 











STOCK DEPT. 5 


SNAPPY SNAPPY 
ACTION! STYLES! 
“They've Cot te Be Stetson 
te Be Snappy” 


THE STETSON SHOE CO., Ine. 








South Weymouth, Mass. 








WHERE TO BUY 
Standard Shoe Materials 








The One 
Weterpreef 




















Strong and Flexible 
© Counter Board 


2 Made from 
. j Leng Fiber 
es by 


The Sterling Fiber Board Ce. 
Sales Office, 1 Fifth Avenue, 
New York 














est Virginia 


Fibre Board 


Made under the supervision of 
chemical and fibre experts. 
Pulp Product Department 
West Virginia Pulp& Paper Company 
Detroit New York Chicago 
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WHERE TO BUY 


Women’s Novelties 








Your Chance for Big Profits 


Price only $3.25 less 20 per 

“pero” cont (nets you $260). Min- 

_s order 12 pairs, maximum 
rs. 






Order now while you can get 
exact sizes. 
SAMUEL COHEN SHOE CO. 
72-82 Lincoln St. 
Boston Mass. 











. WOMENS’ SPECLALTIES 

Latest Styles at 
Popular Prices 

S in Stock. ~ 
143 ST.-NEW YORK 














WHERE TO BUY 


Men’s & Women’s 
Slippers 








NoveltySlipperCo. 
Makers of 
Boudoir Slippers ef the 
Better Kind 


121-131 West 19th Street 
New York City 




















PARISTYLE FOOTWEAR MFG. CO., INC. 
41-45 Washington Ave., Brooklyn, N. Y. 
New York Office, Room 622, 1328 B’way 
HIGH GRADE TURN MULES and D’ORSAYS 
Gatins, Kids, Brocades and Fancy Patterns. 
$27.00 per doz. and Up. 








Catalog 
sent on 
request 











Men's All Leather House Slippers 
IN 8TOCK 
Romeos — Operas 
Everetts 
Golden Brown Kid 
—H Turned—8 
Tren ‘Rubber 


ROTH & ROSENBERG SHOE CO. 
124 N. Srd St., Philadelphia 








Four New Members 
on Menihan Board 


ROcHESTER, N. Y.—Congratulations 
and best: wishes were the “order of the 
day” last week at the factory of The 
Menihan Company, the recipients being 
James H. Nolan, Dan H. Joyce and 
Elmer J. Hagreen, executives, who, 
with Frank J. Satek, Chicago branch 
manager, were elected directors of the 
company. Mr. Menihan, who estab- 
lished this business a quarter of a cen- 
tury ago and who has been its head, 
mainstay and sole owner ever since, 
also came in for congratulations and 
admiration for his action in enlarging 
the board of directors from three to 
seven in order to recognize the services 
of the four men named and choosing 
this way to reward them for their 
loyalty, faithfulness and ability. 

The board as now comprised consists 
of J. G. Menihan, Thomas P. McCar- 
rick, George H. Harris, James H. 
Nolan, Dan H. Joyce, Elmer J. Ha- 
green and Frank J. Satek. Mr. Nolan 
is the factory superintendent and his 
services have been materially reflected 
in improving the line in the items of 
style, fitting and finish. Mr. Joyce is 
the buyer of findings and supplies and 
has been in Mr. Menihan’s employ a 
long term of years. Mr. Hagreen is 
advertising manager and has charge of 
the in-stock department. Mr. Satek has 
been successful in handling many of 
the firm’s largest accounts in Chicago 
and nearby territory, and his assist- 
ance on the styling of shoes and offer- 
ing sound merchandising ideas have 
been of great value to the business. 

The Menihan Company has a re- 
markable business on both their “Arch- 
Aid” and their style shoes. Mr. Meni- 
han has won the admiration of the 
trade for being a “fast” operator, a 
man of vision as well as of action, and 
a booster for all Rochester made shoes. 
He is a skilful merchandiser and to a 
considerable extent his success from a 
humble beginning to a business of its 
present large proportions is the result 
of helping retailers merchandise their 
shoes in a way in which to make posi- 
tive profits. Many shoe merchants 
credit Mr. Menihan with their entire 
success. 


Herbert Kneeland Is Dead 


BRAINTREE, Mass.—Herbert F. Knee- 
land, member of the former firm of 
Williams, Kneeland & Co. until two 
years ago, died recently at the Massa- 
chusetts Homeopathic Hospital follow- 
ing an operation. Mr. Kneeland had 
been in poor health for several weeks, 
and went to the hospital a few days 
prior to his death. Herbert F. Knee- 
land was one of this town’s most promi- 
nent residents, and had a national 
reputation as a shoe manufacturer. He 
was a native of Brockton, but had lived 
in Braintree for 38 years. He was 
chairman of the appropriation commit- 
tee of Braintree for many years; chair- 
man of the school committee, president 
of the board of trade, a director of the 
Braintree National Bank, and former 
president of the Laymen’s League and 
Men’s Club of All Souls Unitarian 
Church. He was a member of the 
Cochato Club and of the Delta Lodge 
of Masons. He is survived by a widow 











and three daughters. 











Brockton Marking Time 


BrocKTON—Shoe manufacturing still 
is marking time at this center, with 
most of the factories with the exception 
of a few bigger ones still operating on 
half-day schedujes, Still a few more 
have closed for inventory while others 
have cleaned up and are marking time 
until beginning work on the new run. 
By July 15 it is expected practically all 
of the factories will have taken stock, 
but there are a few which plan to con- 
tinue operation with perhaps only a 
short layoff for the holiday period. 
Shipments of shoes totaled only a bit 
— 6000 from this center for the past 
week. 





Big Exposition of Kid 
at Boston Shoe Show 


The kid leather exhibit at the Boston 
Shoe Fair plans to be of even greater 
practical service and attractiveness 
than ever before. Parlor C of the 
Statler Hotel has been reserved and 
set aside for the kid leather tanners 
exclusively for this occasion. The 
finest samples of kid leather crafts- 
manship will be on exhibition. 

Ten living models chosen from the 
most beautiful girls in New York will 
be present throughout the three days 
in a constant succession of style shows 
to the accompaniment of music fur- 
nished by an adequate orchestra. 

In cooperation with the Boston 
American, the New England Perfect 
Foot Contest finals will be held in this 
ballroom. This is a contest which fea- 
tures as prizes the fine craftsmanship 
of New England shoe manufacturers 
and the style leadership of Boston shoe 
retailers. 

The Perfect Foot Contest affords to 
the entire Boston Shoe Fair an enor- 
mous amount of New England and na- 
tional publicity which would not 
otherwise have been secured. 

Contest lists increase daily and 
thousands of New England girls have 
entered the list of the eligibles. 
Twenty-five cash and shoe prizes are 
offered. 

Beautiful brochures will be dis- 
tributed, displaying magnificent ex- 
amples of shoe styles for fall. 

New England manufacturers are 
contributing their kid shoes for proper 
display on living models for this 
occasion. Many of the Boston retailers 
will also make use of the kid leather 
facilities for exhibition. 

Music and entertainment will con- 
stantly be afforded. Volumes of con- 
sumer publicity on kidskin will be 
open for inspection, showing what the 
kid tanners have done in the past three 
years to build up shoe consciousness 
among women. 

Combined swatch books of all the 
kid leather manufacturers will be open 
for inspection of buyers. Representa- 
tives of all the kid leather tanners will 
be present to act as hosts. 





Lampe Factory Changed 


St. Louis, Mo.—The W. H. Lampe 
Shoe Co., St. Louis, has made an exten- 
sive rearrangement of their factory 
building and plant which will give the 
concern a substantial increase in pro- 
duction. These changes have been con- 
templated for some time due to an over- 
sold condition the past season. 
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Advance Leather Prices 


MILWAUKEE, WIs.—Milwaukee tan- 
ners and shoe manufacturers have re- 
ported sharp increases in the price of 
leathers recently, and the upturn to the 
market is welcomed by Wisconsin tan- 
ners, who have expressed the hope that 
the leather business which has been 
slow has turned the corner and has in 
prospect a firm and strong market. The 
shoe manufacturers said it would be 
some time before the retail prices would 
be affected by the advance in leathers. 

The Pfister Vogel Leather Co., stated 
that side leather had increased 10 to 15 
per cent, calf from 7 to 10 per cent, and 
horsehide from 10 to 12 per cent follow- 
ing increase in hide prices. Officials of 
the company said that hides have ad- 
vanced in price and leather followed, 
and they further reported that for the 
last five years leather has been cheap 
compared with price increases in other 
staple commodities. 

J. C. Johnson, sales manager for 
Nunn-Bush and Weldon Shoe Co., said 
that sole leather has jumped 10 to 12 
per cent. “Apparently the tanners have 
their production more under control and 
do not have to undersell one another in 
such sharp competition as in recent 
years,” Mr. Johnson said. “Then, too, 
the tanners are confining their produc- 
tion to more of what they know they 
can sell. Colored leather production is 
being restricted to actual sales.” 

Hides which were selling as low as 
12 to 13 cents a pound are now selling 
5 to 7 cents higher. 


Freedman Bros. Co. 
Moves to Salem, N. H. 


HAVERHILL—The Freedman _ Bros. 
Co., manufacturers of women’s McKay 
novelties, has removed from 281 River 
Street, this city, to Salem, N. H., where 
the Russ factory on Main Street has 


been taken over by the firm. The com- | 


pany came to this city from Lynn two 
years ago and engaged in shoe produc- 
tion in the Harris Smart factory. 
Maurice Freedman is head of the en- 
terprise. 

It is announced by the firm that they 
will employ about 200 operatives at the 
New Hampshire factory. The plan of 
the management is to sell shares to its 
employees and to citizens of the town. 
A large group of Salem citizens assem- 
bled at the Town Hall the evening of 
June 22 to welcome the new firm and 
agreed to make conditions attractive to 
the firm. 

A committee including Attorney 
Chester T. Woodbury, William J. Croft, 
Howard L. Gordon, Wilbur E. Webster 
and Dennis P. Sullivan were appointed 
to confer with the Haverhill company 
and to call another meeting of the 
townspeople in the near future relative 
to subscribing to stock. 


Returning to Japan 


LYNN, Mass.—Usaburo Tsujita is on 
his way home to Japan. He will take 
charge ofa shoe factory in Tokio. He 
has completed a course of study in the 
Lynn Shoe School. 


New Tannage Achieved 
Lacquer Finish on Kidskins 


Style in shoes now largely depends 
upon materials, and the tanner, recog- 
nizing the fact, has contributed many 
highly artistic and beautiful effects and 
finishes. 

John R. Evans & Co. of Camden, 
N. J., have just brought out a new 
brand of leather Rubilac which will be 
the special feature of their exhibit at 
the Boston Shoe Style Show. 

“Rubilac” is an entirely new product 
comprising in its processes old ideas but 
infused with some very radical changes 
in process, for which patents have been 
applied. The basis of this leather is 
kidskins, tanned and prepared by spe- 
cial process which makes exceptionally 
renal and tight yet a soft piece of 
leather, and is finished with a lac in 
all pastel shades as well as black and 
white. 

It can be used for whole shoes, trim- 
mings, and parts of shoes, and lends 
itself with its strength and pliability, 
coupled with its lightness of weight, to 
all of the delicate strap and trimming 
effect of the fashion shoes of the day. 

One of the most noteworthy features 
claimed for Rubilac is that no matter 
how delicate the shade, the shoes in the 
course of manufacture or in wearing, 
when soiled by mud or smudge, can be 
cleaned with ivory soap and water. 

In back of all this leather lies the or- 
ganization which produces and sells it, 
which is imbued with the one important 
idea—that of cooperation with its cus- 
tomers, the shoe manufacturers, in the 
ultimate shoe service to the consuming 
public through the medium of the shoe 
merchant. 


Haverhill Factories 











Running 50 Per Cent 


HAVERHILL, Mass.—Immediate_busi- 
ness continues to keep the local indus- 
try going at about 50 per cent capacity. 
Reports are current of small orders 
being received for August delivery, but 
fall business is not yet being put 
through the factories. Advancing hide 
markets and further advances in foot- 
wear imminent are encouraging early 
buying in some cases, notably from re- 
tail buyers. Buyers representing the 
wholesale trade are expected in the 
market with the opening of the month. 

Sampling on fall footwear continues 
with pattern shops busy and factory 
style men introducing many new num- 
bers. The Lindbergh craze has hit the 
industry strong and several novelty 
effects accomplished by black and white 
contrasting leathers have come to trade 
attention. In fall colors there is a 
trend toward the nut brown and 
stroller tan shades, the new rich 
browns, however, it appears, will be 
poor seconds to the ever popular black 
patent leather. Black suede and kid are 
also being sampled for fall. Brown 
suede and calf, as well as kid, make up 
the new color tribunal. Reptile trim 
which was spoken of sparingly a few 
weeks ago is showing up in increasing 
amount and the reptile and fancy leath- 
ers may yet have a conspicuous place 
in fall production. 








WHERE TO BUY 


Miscellaneous 








STUDY CHIROPODY 
Make $5,000 to $15,000 a Year 
Become « Doctor eof Surgical Chirepedy. The 

unerewded field. Study at largest foot dinie 
in world. of clans, surgeons, chirop- 
odists. Finest laboratories and equipment. Feur- 
teenth successful year. Entrance requirements, 4 
ent caamses, October." Oppertenition te’ ears’ ees 
while studying. Write fer catalog. Dept B. 
ILLINOIS COLLEGE OF CHIROPODY 
1327 N. Clark Street, Chicage 











WHERE TO BUY 
Ballet Slippers 





Im Stock Black Bal- 
let Slippers 
Ladies’ 1.25 pr. 
Misses’ $1.20 pr. 
Childs’ $1.15 pr. 


BLOG SHOE ©CO., INO. 
147 Deane st., 


New York, N. Y¥. 











LYONS AND COMPANY 
Hand Tarn BALLETS 
Wo's. Miss’. Chad's. 
$1.45 $1.40 $1.35 

Also Hard Toes 
IN STOCK 
Send for Samples 
122-124 Duane St. 

New York, N. Y. 

















Sumi 
sume 
BALLETS 7 
Rights and 
Two Grades. 


Wos. Miss. Chi. 
$1.50 $1.45 $1.40 
1.25 1.20 1.15 













wh. 
In te 
woos 325 W. Monroe 
Chicago, Iti. 
EW ALLETS 
and Turn, Viel Kid 
Improved In Stock 





Seft Toe: Child’s $1.15; 

Misses’ $1.20; Women's 

$1.25. Hard tee: Child’s 
25; Misses’ $2.30; 
emen’s $2.35. 


Alse Better Grades 
ag 34 We Bway, Now York 
Sam ples on Request Everyihine la Slippers 








BALLET SLIPPERS —IN STOCK 
of the unusual kind 

Bi02 Bik. Glazed Kid, Seft Tee 

Child’s 6 te ti—$1.35 

Misses ti to 2— 1.40 

Wemen's 2'/. te &— 1.45 


Alse Hard Toes 
SCHWARTZ & HERDER, Inc. 


Specialists in Ballet Manufacture 
241 No. 11th Street - Philadelphia, Pa. 











HAND TURNED, BLACK KID 
BALLET SLIPPERS 








Send for 
Samples. 
ROTH & ROSENBERG 

124 N. 3rd St., Philadelphia 




















BOOT AND SHOE RECORDER 





July 2, 1927 








WHERE TO BUY 
Children’s Shoes 








SHortEeS 
Misses and college girls Goodyear Welts 


for the distributing trade only 


A. N. WOLF SHOE COMPANY 
ver, Pa. 


“ELAM” 
FlexibleTurn Shoes 


For the Jobbing Trade Exclusively 


F. S. ELAM SHOE Co. 
ROCHESTER, N. Y. 
Boston Office, 183 Essex Street 




















WHERE TO BUY 


Shoe Ornaments 











SHOE ORN, 
Studded Heels ~ 
6°38W32ndSt.New 





WHERE TO BUY 


Store Fixtures 


GOOD WINDOW 


| 8 D, OS 8 Or 


GOODWIN & CO. 
ORCESTER MASS 








Midvale Shoe Company 


Begins Operations 

St. Louis, Mo.—The Midvale Shoe 
Company, a new unit of International 
Shoe Company, making a special quality 
line of women’s novelty footwear, now 
have their salesmen on their respec- 
tive territories and began cutting 
shoes July 1. 

This new organization will sell di- 
rect, having its own salesmen. A new 
and complete line of lasts and patterns 
have been worked out, with special 
emphasis as to fit, styles and prevailing 
novelties, with a bac und of the 
- plainer types so essential to retailing 
needs. 

The policy will be to make one grade 
only, retailing from $6 to $8.50, accord- 





from the advertising of a prominent 
New York store—“more wisely crit- 
ical of what it buys.” Dissatisfaction 
and resentment are the natural re- 
sults of such advertising. 

Please understand I do not say 
that Special Sales are wholly out of 
the question—that a store should 
never hold them—for they may be 
permissible at times. But I do say— 
and I say it without fear of contra- 
diction—that 90 per cent of the mer- 
chandise that is brought to the at- 
tention of the consuming public 
throughout the country by banners, 
streamers and a liberal supply of red 
ink and sensational headlines, should 
never be so designated. 

I believe that we are approaching 
very near the time when the confi- 
dence - building, service - rendering 
type of merchant will discontinue 
the practice and brand it as uneth- 
ical. 

Newspaper publishers can do a 
constructive job in situations of this 
kind if they wish. When the confi- 
dence of the readers is shaken, the 
influence and force of advertising in 
general is materially reduced and the 
newspaper suffers in proportion. 

A newspaper is primarily a news 
medium, and if a store’s advertise- 
ment does not present an instructive 
and constructive news message, it 
has no place in a newspaper. 

The newspaper publisher should be 
the first to feel alarm over the wrong 
kind of advertising because, if the 
structure of retail advertising tot- 
ters, he will be the first to feel the 
effects of the fall. 

Everywhere we go we hear mer- 
chants complaining of the amount of 
space they must use—and the mea- 
ger results obtained. In many cases 
those who cry the loudest are the 
ones who have abused space the most. 

In many cities merchants are turn- 
ing to shopping supplements and 
other publications—away from the 
newspaper, the value of which they 
never understood or appreciated and 
which they have helped to destroy. 

That is the reason for my appeal 
to you today, to help the honest re- 


“misrepresents 






Saling, Saling, On the Road to Ruin 


[CONTINUED FROM PAGE 34] 


tailer—and there are thousands of 
him—to curb what has been termed 
“Advertising Hysteria.” 

Our organization this year will ex- 
pand upwards of $2,250,000 for ad- 
vertising, and fully 85 per cent of 
this sum will go for newspaper 
space. It is quite natural that we 
should want to protect such an in- 
vestment. 

One of the underlying principles 
of our company is this: 

We never hold sales of any kind 
nor do we name comparative prices. 
We always sell our goods at the 
lowest possible prices consistent 
with prevailing market conditions, 
and when we mark down some ar- 
ticle to its replacement value, the 
former price is forgotten. It is 
never mentioned. It is obvious enough 
that we never mark UP a price. 

To show you that I do not stand 
alone in my views as to the serious- 
ness of this question—and that there 
may easily come about an even less 
pleasing aspect to the situation— 
permit me to recall to you the ad- 
dress recently delivered by Trade 
Commissioner Humphrey at Atlantic 
City. He stated that the remedy for 
the evil of fake advertisements that 
robbed the people of this country of 
hundreds of millions of dollars every 
year, lay with the publishers. 

Mr. Humphrey gave warning that 
unless publishers voluntarily keep 


their columns clear of fake adver- _ 


tisements, the Commission would 
compel them to do so. “Publishers,” 
he stated, “who for hire issue these 
fake advertisements, are equally 
guilty with the principals originat- 
ing them: They share in the ill- 
gotten gains.” 

Commissioner Humphrey was rap- 
ping the anti-fat remedies. But isn’t 
this the “handwriting on the wall” 
that every publisher would do well to 
heed? Surely an advertisement that 
either the quality, 
style, workmanship or value of a 
commodity needed by everyone, is 
just as great a fake. 





ing to patterns and materials, with 
special emphasis from $6 to $7.50. 

William H. Bain, superintendent and 
general manager. William Sorensen has 
charge of sales and styles and R. E. 
Bruce is office manager. 

The following salesmen have been 
assigned territories: Ford Salinger, 
Southern cities; E. P. Britt, Southern 








States; N. J. Campbell, Texas, Oakla- 
homa, Arkansas; L. A. Mullen, Kansas, 
Nebraska, North Missouri, Eastern 
Colorado; C. S. Smith, Indiana, Illinois, 
Iowa; Hal Long, Michigan, Ohio, West 
Virginia,.western Pennsylvania. 

Ford Salinger will be in New York 
at the Hotel Imperial July 5 to 20 inclu- 
sive, where the line will be on display. 
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She walks in beauty,” 
THOR 


MODEL. 1583 


ANOTHER EXCLUSIVE 
BRAUER CREATION 


EXPRESSING THE VOGUE IN BROAD ONE STRAPS THIS 
MODEL IS CONCEIVED IN BLACK PATENT LEATHER WITH 
RED KID UNDERLAID STRAP—GOLD BUCKLE INLAID WITH 
JEWELER'’S RED ENAMEL—OUR 400 LAST WITH 20/8 SPIKE 
HEEL. 
NOT CARRIED IN STOCK 
MADE ON ORDER ONLY 
ALSO VERY POPULAR OVER OUR 250 LAST WIT H 13/8 
BLOCK HEEL. 


BRAUER BROS. SHOE.C. 


SAINT LOUIS, U.S. A 
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FASHIONERS OF WOMEN’S NOVELTY SHOES 
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pe PATENT LEATHER 
COLORED SIDE LEATHER 
_ REPTILE GRAINS 
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Booth 6 During 
Boston Style Show 


BEGGS & COBB 


76 SOUTH ST., BOSTON 
Sales Department and Main Office 
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Classified and Opportunities Department 
RATES AND OTHER INFORMATION 


Copy must be received at the Boot and Shoe Recorder, 207 South Street, Boston, Mass., on 
Monday of the week of publication in order that advertisements be published same week. 
Otherwise insertion will be put over to the following week’s issue. 
POSITIONS WANTED When advertisers desire answers to come in our care 
4c per word. Minimum Charge 75c. twelve words must be allowed for address. When ad- 
LINES WANTED pk vertisers desire replies forwarded direct to their address 
ALL on — Minimum Charge 75c. each word of their address must be counted in the ad- 
Any = é ition @ $1.25 vertisement and paid for accordingly. 
Payment in advance is required, except when regular 


ALL DISPLAY SPACE 
Five dollars per inch. Allow 45 words to an inch advertisers, as amounts are too small to open .accounts. 


























SALESMEN WANTED SALESMEN WANTED SALESMEN WANTED 








NEW YORK’S CHILDREN’S SHOE HEADQUARTERS 


We are reshaping established territories and adding new territories. 

For salesmen who have established trade of good paying accounts, our line offers a steady 
income. Over two hundred styles in-stock that bring repeat business. The extent of our 
line in its variety of styles and grades and prices makes every shoe dealer a potential 
customer. os 

First Steps—Turns—New Process Welts—Goodyear Welts—Stitchdowns. “KALI-STEN-IKS 100 per cent 
1/5, 4/8 and 8%/11. Goodyear Welt Children’s shoes, in 


Territories: West Virginia Arkansas Oklahoma 
Western Maryland Kansas Nebraska 
New England States Missourl Texas 
Detroit and Vicinity 

Cleveland and Vicinity lowa Minnesota 


WANTED: 


Salesmen having established trade 
to carry as a side line the famous 


New Jersey 

Manhattan and Bronx (N. Y. C.) 
Brooklyn and Long Island 
Hudson River Territory and 


Westchester County gat a Vieint 
one Sum on aperint Strictly commission basis. Give 


Good commission basis. We render efficient mail order service. Give full particulars and ; 
names of past and present lines sold. Information will be held in strictest confidence. references and full details. The 
H. MALKIN’S SON Gilbert Shoe Co., Thiensville, Wis- 

The Longest Exclusive Line of Shoes for } Children. consin. 
150 DUANE STREET, NEW YORK, N. Y. 











WANTED—Live wire salesmen to carry 
Hawkes soft soles and ‘“‘Self-Starters” as 
sideline. ‘“‘Self-Starters” are being sold in over 
Wanted to carry as a side line on com- 5,000 accounts throughout the United States 
mission a very good grade of Ballet and and recommended by leading pediatricians in 
Boudoir Slippers that have a very ex- all sections. Good territory open. 
— reputation all over the United HAWKES & SON, Rochester 
ates. ° 
Will have good territory open. 
fy Me 207 } wf a WANTED-—Salesman with established trade 
Boston, Mass. to represent us in Louisiana, Georgia, Ala- 
bama, Nebraska and Pennsylvania. Line con- 
sists of fast selling women’s novelty McKays 
priced at $3.50 to $4.85. Liberal commissions 


TWO SALESMEN 
WANTED 


FOR THE FOLLOWING TERRITORIES: 


SALESMEN 














DOIR FOOTWEAR. 
WITH EXPERIENCE AND HIGHEST 
REFERENCES NEED APPLY. 


E want a high grade shoe salesman for 
eastern Pennsylvania to follow one of our 
best men who is going into y a a for himself. 
Strong line of men’s shoes — well established 
business. Only experienced wholesale 
fw with — on. No oere 
Pp necessary. 
MONDS Sok Co COMPANY, Milwaukee, Wie. 
consin. 





E want experienced wholesale shoe sales- 
men with records, to represent us in several 
available territories for one of t strongest 
lines of men’s shoes in the United States. 
Compensate according to record. Quick action 
necessary. Real opportunity for the ow man. 
Only men with records need apply. Address 
ot care Boot and Shoe R er, 207 South 
, Boston, Mass. 





SALES MEN wanted by manufacturer stocking 
two lines of infants’ and children’s turn 
shoes. “Dr. Newton’s Wiggle Toes” as a high 
ade line and ‘“Grorite’”’ as popular .~ 
ine; both well known to the trade. Eac 
complete in itself and representing one of the 
largest lines of children’s shoes in * country. 
We prepay all delivery charges and have won- 
derful secoenition to both dealers and sales- 
men. erritories  ronger, New York City, 
upper New York State, Connecticut, Eastern 
and Western -— oo. Delaware, Mary- 
land, Washington, C., Virginia, ny A — 
inia, North and scien Carolinas. J. N 
Shoe Co., 117-119 S, Paca St., Baltimore, 





SALESMEN wanted to sell as sideline Car- 
penter’s well known: line of quality soft 
gib e and ey first walking ithoe, “Self- 
Starters.” Good te: Ful gerdic 
were in first Loe OR ARDENTER. 
» Rochester, N. Y. 


and wonderful proposition for men of proven 

ability. References must accompany applica- 

tion, otherwise will not be considered. HU- 

STILES, Inc., 1330 Washington Ave., St. 
uis, Mo. 





S ALESMEN WANTED: Real producers in 
the following territories:—Oklahoma, Minne- 
sota, Pennsylvania, New York, Renturey. 
Idaho, Montana, Utah, Ohio and Illinois. e 
are peaqeeesterese of one of the oldest lines of 

work shoes, dress oxfords and shoes—a real 
QUALITY ihe BIG commissions paid to the 
right man — established territory — only live 
wires need apply. Address C-882, care Boot 
and Shoe Recorder, 189 W. Madison St., Chi- 


cago, I 





SALESMAN for Tennessee and Kentucky. 
Travel by auto. Welts, Stitchdowns. McKays 
leegi ngs. Commission basis. HAGERS TOWN 
SHOE & LEGGING Co., Hagerstown, Md. 





SALESMEN—Following States available on 

fast selling side line of Stitchdowns: Ohio, 
Illinois, Virginia, West Virginia, Pa (not 
Baltimore). All New England isconsin, 
Minnesota, Iowa, Missouri. A side line prop- 
osition to be used in conjunction with either 
Men’s or Women’s lines. Fall samples now 
ready. The best and fastest selling Men’s 
Romeo in the country. Write fully to C-893, 
care Boot and Shoe Recorder, 207 South St., 
Boston, Mass. 





IVE WIRE SALESMAN _ for line ot 
women’s fine turn shoes. Following terri- 
tory: Pennsylvania, ay Jersey and Maryland. 
Commission basis only to start with. Address 
C-901, care Boot — Shoe Recorder, 239 W. 
39th h St. New York. 
FOR RENT 


STONE SHOE CO., INC. 
71 Fifth Avenue, New York City 











WANTED: An experienced, real live-wire 
shoe salesman, for the states of Iowa, 
Milssoust, ‘ware a Nebeasn. With a com- 
lete line priced men’s welts. 
PIEBRICH-FC FOX. NILKER SHOE CO., Ra- 
cine, Wis. 


IRST CLASS SALESMEN WANTED— 

Our Fall line of Men’s and Boys’ Medium 
Priced Dress Welts is now completed and 
ready for representgtion. Our line is well 
established throughoif the United States, is 
popularly riced and every number is a 
peater.”” Ey very pair guaranteed. No drawing 
account. 8% commission -— one-half of com- 
missions paid weekly against accepted orders— 
settlement monthly. This is a wonderful op- 
portunity for the right men. Address C-908, 
«care Boot and Shoe Recorder, 207 South St., 
Boston, Mass. 


S ALESME N—Do you want to sell the best 
line of Shoes or Gloves for Farm and In- 
dustrial Trade and advertised in a National 
way bY. a concern owning and \eny their 
own Tannery and Factories? ou are a 
Live Wire and interested in any of the follow- 
ing States: New York, Pennsylvania, West 
Virginia, Tennessee, Kentucky, Maine, New 
Hampshire or Vermont, write quick, addressin 
Sales Division, WOLVERINE SHOE AN 

TANNING CORPORATION, Rockford, Mich- 
igan. 


ALESMAN of high calibre wanted 
handle our extensive line. In Stock. 
fants’ and children’s shoes, turns and welts. 
Commission basis only. Give reference and 
territory covered. Address C-907, care Boot 
all Shoe Recorder, 239 W. 39th St., New 
ork, 

















“TD Wr ee ee ee eet 


Sea ve fA!l teers 


mo 








July 2, 1927 


BOOT AND SHOE RECORDER 








SALESMEN WANTED 


FOR SALE 


FOR SALE 





CHILDREN’S SPECIALTY LINE—Short, 
snappy line with many talking points and 
exclusive selling features; infants’, children’s 
and misses’. Easy selling and profitable side 
line. State territory desired. WAUSAU 
SHOE MFG. CO., ausau, Wisconsin. 


SIDE LINE MEN—Salesmen with estab- 

lished trade now traveling, to carry on com- 
mission basis one qi of 12 men’s specialties. 
Carried in stock. ne has many patented and 
selling features. State territory now covered. 
NEW DAWN SHOE CO., Wausau, Wiscon- 
sin. 


SALEEM AN WANTED FOR JUVENILE 
E—0Our sales force is being reorganized 
vel we have openings for several men to sell 
our ~~ he - to pores. girls’ oes and chil- 
dren’s rowing zirls’ welts. Ours is a 
} le qpendable line made in cur own 
factory and has already — —y ae some 
of the best stores in is our 
desire to cover as mr, Bj Ry possible. 
We can arrange territories to suit conditions. 
If interested, send full particulars with refer- 
ences, etc., to C-910, care Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 











HOE salesman to carry well-advertised, 
pular priced line of soft and hard toe 
ballets and turn boudoir slippers in leather 
and satins. Commission basis, in-stock propo- 
sition; very profitable sideline. JOHN Ff. 
McNAMARA, Haverhill, Mass. 











LINE WANTED 


We Know a Successful Shoe 


Salesman 
who will be a valuable addition to the 
selling staff of some manufacturer of 
meritorious shoes seeking worth-while 
representation in 
St. Louis and Contiguous 
Territory 
He has a thorough knowledge of the ter- 
ritory and an intimate acquaintance with 
the best and largest trade. 
He seeks a broader field with larger op- 
portunities and will bring to his new con- 
nection the advantage of 15 years prac- 
tical experience in every branch of the 
shoe business. 
Native American, Protestant, Married. 
If you know who might profit by the 
services of this man, fuller details may 
be had by addressing C-909, care Boot 
& Shoe Recorder, 1627 Locust 
St., St. Louis, Mo. 








miles south of Boston. 


date in every particular. 
ation. 


8882, Boston, Mass. 





FACTORY FOR SALE 


For Sale—Shoe Factory located in a manufacturing town 18 
Equipped to manufacture about 1,500 
pairs Women’s Welt, Turn and McKay Shoes. 
‘ings, land, machinery, last, dies and patterns. 

Plant ready for immediate oper- 
Apply to William H. Taylor, 179 Summer St., Phone 
Liberty 9240, or Richard Feakes, 207 Essex St., Phone Liberty 


Three build- 
Factory up-to- 








IRST class shoe store and repair department. 
Good location, rent reasonable. Established 
five years. A real two-man job. Will sell for 
cash. Only inventory 8000 machines and fix- 
tures 2000. Investigate if interested. - * 
Foaeet, 5869 So. Vermont Ave., Los Angeles, 
if. 











roe. SALE—Established Shoe Store in thriv- 

— Northern Illinois town of 40,000. 
Good ease, reasonable rent, invoice $6,000.00. 
Address C898, care Boot and 


Shoe Recorder, 
207 South St., Boston, Mass. 








POSITION WANTED 


HELP WANTED 





HOE MANAGER—One able to operate 

highest grade ladies’ shop. State qualifica- 
tions fully. Strictly confidential. Address 
C-905, care Boot and Shoe Recorder, 239 W. 
39th St., New York. 








WANTED TO PURCHASE 








SHOE BUYER AND MANAGER—The 
author of this ad is looking for a job, not 
a position. Somewhere there is a large de- 
partment store that needs a g shoe buyer 
and manager worse than I need a job, and I 
cannot retire, either. Where is there an 
owner of a business who would like to be re- 
lieved of anxiety and responsibility buying 
high grade ladies’ shoes—who wants a man 
big enough to do that, and, yes, even bigger 
than that? Big enough to work with the 
people and develop organization. Big enough 
to create the kind of store spirit that reaches 
out and builds for the store confidences and 
good will. No novice, but a real record of 
performance that is known throughout the shoe 
trade. Address C-904, care Boot and Shoe Re- 
corder, 239 W. 39th St., New York. 








WANTED—Popular line ladies’ novelty slip- 
pers for Oklahoma. Have big following 
in entire State. Producer. In New York 
until July 10th. Address C-899, care Boot 
and Shoe Recorder, 239 West 39th St., New 


ork. 
FOR RENT 


FOR RENT—In Women’s Specialty Shop, 
space 13 x 30 feet for shoe department. 
Entrance from main store, also private en- 
trance from street—with display window. 
Have best corner location in city—15,000 popu- 
lation, 85 miles from Chicago. Address 
C-906, care Boot and Shoe Recorder, 189 W. 
Madison St., Chicago. 














OR RENT— -Shoe Department space in fine 
women’s department store at Troy, N. Y. 
Reasonable rental. permanent window display. 


Write MUHLFELDER CO., 20 Third Street, 
Y. 


Troy, N 





OR RENT—Shoe department in_ popular 

price cash department store in New York 
State. Now doing sp!endid business; can be 
increased to $100,000.00 per year. Permanent 
window display; best reasons for selling. 
$10,000.00 cash required. Address C-902, care 
Boot and Shoe Recorder, 207 South St., Bos- 
ton, Mass. 


HOE DEPARTMENT—Space to let, main 

floor, biggest popular price store, Glens 
Falls, N. Y. 100% location—carry about 1200 
pairs shoes, eighteen chairs—permanent win- 
dow display. Also shoe department in men’s 
shop—same ownership—chain operators only 
considered. Address C-900, care Boot and 
Shoe Recorder, 207 South St., Boston, Mass. 


IGH grade specialty shop established 25 

years best location, has space tu rent for 
shoe department. Permanent window display. 
Percentage basis with minimum arantee. 
Only asnsiel sompeeele portion will be con 
eigerer. 7 SCHLET SNER ER 

ORE, Thirty North Third Street, Harris- 
ion Penn. 








OSITION WANTED—Wanted to make 

connection as manager with Chain Shoe 
Store Company. Am capable of responsibili- 
ties. Full of pep. Furnish best of refer- 
ences. Would like to make a change about 
July 30th. Been manager and buyer present 
position 6 years. Address C-903, care Boot 
sod Shoe Recorder, 207 South St., Boston, 
ass. 





HOE DESIGNER and pattern maker of 
high grade ladies’ turn and welt shoes, with 
long experience and thorough knowledge of 
shoemaking, wishes a g position out of 
New York City. Good references. Address: 
~ J. NURK, 457 West 123d St., New York 
ity. 


HIGHEST CASH PRICES PAID 
for entire shoe stocks. We also buy 
surplus or slow sellers. Quantities no 
Retail or wholesale. Short term leases taken 
off your hands. Wire or phone us. 

ce confidential. ool 1890. 


MAX GLAUBER 


436 Grand Street, New York City 


We also rehase clothing, hats, furnish 
guete, on - at: fore “oess 








CASH PAID 


for entire shoe stocks or surplus stocks 
shoes or other merchan Any Ry 
Prompt attention given. 


KIRSCH-BLACHER CO., Inc. 


622-624 Broadway, New York, N. Y¥. 
Phone Spring 1443 











Sell Us Your Left Over 


New Yorsx Export Purcuasine Coapr. 
596 Broadway, N. Y. City 


Or Entire Stock for Cash 











XPERIENCED executive and shoe buyer, 
for bargain basements, desites to connect 
with department store wholesale jobbing or 
export concern. Can page sed represent out 
of town concerns as New York resident buyer. 
CHAS. PITLUCK, 1556 40 St., Brooklyn, N. Y. 








FOR LEASE 


T? LEASE—Women’s and Children’s Shoe 
Department in  sccessful woman’s store, 
established thirty-three years. Good location. 
Store has never carried shoes. Offers in Bar- 
gain Basement a wonderful opportunity to sell 
uantities of inexpensive shoes. Proposition: 
© guarantee first year, 3% of gross sales. 
Must advertise. Only most responsible parties 
need apply. PAUL KESSEL, 921 Main St., 
Kansas City, Missouri. 











TO LET 





LET—Factory space, 12,000 feet, in Chel- 
sea. Brick building, sprinklers and_ heat, 
good light. Call Chelsea 0133. 








STORE SUPPLIES 





ESTABLISHED 1690 


LABELS 
SHOE CARTONS 


EXCLUSIVE BUT NOT EXPENSIVE 
SAMPLES UPON REQUEST 


MEYER ( 
- Pees uaistar) 
%3-27! wuneten AVE , BRODKLYN. MY 
AMERICAS CREATEST 
SHOE CARTON & LABEL MPCS 
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MERCHANT NEEDS MERCHANT NEEDS GLASS EYES 
GLASS EYES 


The Fixtures They All Like 


WINDOW DISPLAY FIXTURES 
ASK for CATALOG 


eit ta 


ren SALES ARE MADE ON THE SIDEWALK” 


Write on Your Letterhead 


The Oscar Onken Co. , cincinnati,O. 


No. 611 W. 4th Street 
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tions we have ever received. 
From them we have practically 
f 





Edgewood Shoe Factories of stock without dange of 
Atlanta, Ga., write us as fol- Et Cushioned Tired Trolley 
lows: “Our last ad (in the and Truck Wheels elimmate nowe 
Boot and Shoe Recorder) for end prevent vibration _ Erectioe 
national salesmen brought us ae simple as “ +. Z Unilize 
the most representative applica- eddy Stein anh — . 





filled our requirements.” 


Recorder Classified Advs. Carry 
Far and Hit Hard! 


ODO DO FO DO FDO FO FO FO TO 











Proper Fitting of Shoes Now 
More Important Than Ever 


With new lasts being developed, with people’s feet showing changes 
because of the country-wide interest in outdoor activities, your retail 
shoe salesmen should know everything there is to be known about foot 
structure, last measurements and fitting generally. This information can 
be obtained in concise form in the fifth revised edition of the 


SHOE AND LEATHER LEXICON 


A very valuable book for everyone connected with the shoe and leather 
industry. All the unusual terms, as well as those in everyday use—de- 
fined and explained. An asset to anyone who wants to read up on shoe 
and leather terms. More than a dictionary—almost an encyclopedia. 


The Price Is Only Fifty Cents 
(Cash with Orders) 


Boot AND SHOE RECORDER PUBLISHING COMPANY 
_ 207 SOUTH STREET, BOSTON, MASS. 

















For Bunny - Kitten, 
Children Slippers and 
ether decorative pur- 
poses. 
G. SCHOEPFER 
16-18 W. 36th St. 
NEW YORK 
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Milbradt 
Ladders 


made for 40 years 
by the original in- 
ventors. 


Made in all styles 
to suit any shelving 
condition. 


Get our price before 
placing your order 
Milbradt 
Manufacturing Co- 
2416 No. 10th Street 
ST. LOUIS, MO. 
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933 ARCH ST. 
PHILADELPHIA, PA. 






SEND FOR CATALOGS 


LABELS 


The DISTINCTIVE arid 
PERMANENT MARK 
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WEAVING CO. 


53~S39 W: 34-387. NYE, 
Phone WISCONSIN 86130 
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Meeting Seating Problems 
for a Half Century 


Has given us the answer to your Profit Problem 


A half century of seating service to theatres, 
schools and churchesstands behind “American” 
claim to seating superiority. The same organi- 
zation, seating experts and master craftsmen 
have given their specialized knowledge to 
meeting shoe store seating problems. Resources 
and research have been applied tomake Amer- 
ican Interlocking Shoe Store Chairs a 
vital business building factor in your store. 
The discriminating shopper seeks out 
the store that reflects distinction. 
Where equipment is in harmony with 
better taste . . . and shopping is made 
pleasant. “American” Chairs, beautiful 
in finish and design, add this touch of 





smartness to your store. Bring in more and 
better trade. Build confidence in your values 
and management. Make your store the pre- 
ferred place to buy shoes. 


FREE SERVICE AND BOOK 


Our engineers and draftsmen have suggested 
novel seating arrangements for thou- 
sands of shoe stores from coast to coast. 
Their experience is yours without obli- 
gation. Write our Shoe Store Service De- 
partment for seating ideas. Our helpful 


“New “Styles i in 32-page book, “New Styles in Shop 
Shop Seating”’ 
Helpful handbook for 


the modernshoe store 
owner or manager. 


Seating”, also free to interested owners 
and managers. Write for a copy today. 


American Geating Company 


1016 Lytton Building 


Chicago, Illinois 


Branch Offices 


Philadelphia: R. 703-1211 Chestnut St 





New York: R-601-119 W. 40th St. 


~—* ® . . 
— a. ee ~< 





Boston: R. 302-69 Canal &. 
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The Boot and Shoe Recorder 


Serves in 


Getting More Shoes Sold Right; not only “more” but “right”; sold - 

for the right purpose, to the right wearer, in the right fitting, for the 

right price, at the right profit. This is the great problem of the retail 

shoe merchants. The chief purpose of THe Boot anp SHoe REconpEeR 

is to help solve it; for this is the basic problem upon which depends 

the progress of the entire allied industries relating to shoes and leather, 
their production and distribution. 


In this Issue— 


BoTtH GOLF AND GALLERY STYLING 


NE Cs as skate dip. da Eee eeaaaidee s Sport’s Influence on Shoes ..... 21 
PERUGIA—MASTER SHOE ARTIST.... The Reptile Age ............. 24 
Tries His Hand at Popularizing 
Leather for Every Apparel Need. 
THE VOICE OF THE RECORDER....... Opinions of the Editor......... 26 
NOTHING Too GooD FOR THE LADIES Women at the Boston Fair..... 28 
CHECK “BApD-Buys” EARLY........ Moving the Stickers .......... 29 
PROFITS ON THE SHELVES.......... DO Oe TO oc sce scccedon 30 
How to Get Rid of the Stock on 
Hand. 
Wuat Is SELLING AT RETAIL...... By Recorder Stag .....v.cccces 32 
A Country-Wide Survey of Fast 
Moving Styles. 
SAILING, SAILING, ON THE ROAD TO 
DE cde bas She reauewewecée By R. L. Whitman ............ 34 
Ninety Per Cent of Special Sales 
Should Not Be Held. 
WHoO’s WHO ON THE ROAD......... By Helen M. Haney ........... 45 
News of the Travelers. 
SHOE MERCHANTS NEWS .......... Among the Retailers .......... 49 
SHOE MARKET NEWS ............. About the Manufacturers...... 60 


OTHER REGULAR FEATURES. 





GETTING MORE 
SHOES SOLD RIGHT 


THE BooT AND SHOE RECORDER PUBLISHING Co. 
207 SouTH STREET, BOSTON, MASs. 
EVERIT B. TERHUNE, President 
WILLIAM M. LEBRECHT ees = fe HILL 








Treasurer ice-Pr ent 
H. WALTER SCOTT B. C. BOWEN 
Vice-President 


Vice-President 
ARTHUR D. ANDERSON 
Secretary 


Directors of the corporation, in addition to 
the above-named officers, are as follows: 


A. C. PEARSON CHARLES H. FURBER HucH M. Bowzn 
Owzn A. THOMAS R. D. NorTurce P. M. FAHRENDORF 








SUBSCRIPTION RATES 
The subscription price of the Boot anp SHos RecorpsrR is $3.00 for one year in advance, which 
includes postage in the United States, its possessions, Canada, Mexico, Spain *00) its colonies 
and South America (excepting Venezuela and the Guianas, which is $6.00 
FOREIGN SUBSCRIPTION—The price to all foreign countries except the above - $6.00 per 
year including postage. 
All subscriptions are payable in advance. Single copies 25 cents. 
When writing py changes of address, please give us the old as well as the new address, 
please give us three weeks’ notice before the change is desired. 





A request for address must reach us at least thirty days before the date of issue 
with which tt is ox "ea effect. Duplicate copies cannot be sent to replace those undelivered 
through fatlure to send such advance notice. With your new address be sure also to send us 
the old one, inclosing if possible your address label from a recent copy. 
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Next Week 
you will find 


in the 


Boot and Shoe 


Recorder 














HE great mid-summer markets 

show, by actual orders placed, 
the real selling numbers for fall. A 
summary of what is bought, and 
why, will be of great help to mer- 
chants everywhere. Look for it in 
next week’s issue. 


S a profit without honor in your 

store? A national discussion on 
President Geuting’s preachment, 
“The Curse of the Shoe Trade and 
How to Remove It,” comes up for a 
national symposium in this readable 
number. 


HAT is the real value of an 

idea? One man changed the 
entire selling system of his store 
by a new idea that came to him al- 
most out of the blue sky. We keep 
field editors covering the country 
spearing ideas, and we promise a 
head full in next week’s issue. Be 
sure to read it from cover to cover. 
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< Syoes the appearance of conservative - 
footwear with the No. 3 Flat Diamond 
Fee 055 Brand Visible Fast Color Eyelet which lies 


Color Eyelets preserve the smooth flush to the stock. 

Style lines of the upper and pro- 

mote easy lacing. They retain 

their original finish indefinitely 

and atiually outwear the shoe. Look for the “Diamond <> Trade Mark 


UNITED FAST COLOR EYELET COMPANY 


205 LINCOLN STREET, BOSTON, MAss. 
ManufaGurers of 


DIAMOND BRAND Visible FAST COLOR EYELETS 
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THE REALLY IMPORTANT IHING~ 
“What § in Aostery ?” 


CONSULT THIS TABLE OF 


CONTENTS 

A WHIRLWIND TURNOVER—by Sam B. Edison 

A Stock Turnover of Twice a Month On Page 79 
ALL SET FOR THE SHOW 

The National Exposition This Month On Page 87 
WHAT’S NEW IN THE MARKET 

Pictorial Review of Styles On Page 88 
HARMONY IN DRESS ACCESSORIES. = (Jilustrated) 

Advancing ‘the Theory of Relativity On Page 93 
HITTING THE PACE FOR FALL 

The Market Outlook in Women’s Hosiery On Page 96 
DARKER AND PLAINER 

What’s Coming in Men’s Hosiery On Page 97 
HOSIER MARKET CHAT 

News of the Trade On Page 98 
FROM THE OUTSIDE IN. (lilustrated) 

What Window Shoppers See On Page 101 
DARKER TONES FOR FALL 

The Fall Color Card On Page 104 
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BROWN DURRELL COMPANY 


11 West 19th Street, New York. 
104 Kingston Street, Boston. 


\ { 
Boot and Shoe Recorder, July 2, 1927 














Ho. 











—cuts down your investment 


and speeds up your profits 


[t means more than simply speed, this service— 
as hundreds of new Gordon dealers have dis- 
covered. 


It means an actually decreased cost of doing 
business. 


For by the Gordon method of 24-hour service 
and color exchange, you can cut costs in the ware- 
housing and handling of your reserve stock—cut 
your hosiery investment down to one or two weeks’ 
stock—and speed up your turnover to 9, 12, 15 
times a year. 


Furthermore, it gives you turnover without the 
excessive periodic mark-downs that eat up net 
profit so swiftly. For experience has proved that 
a Gordon Silk Hosiery department, operated the 
way Brown Durrell is now set up to help you 
operate it, will show a maintained gross profit 
(mark-up minus mark-down) of better than 33%. 


Let us tell you the whole story of the Brown 
Durrell selling plan and Brown Durrell service 
—a post card will bring our representative. 


, SILKS 
ordonm HOSIERY 





__ i} 
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Treasure in every sense 


Dollars—hundreds and thousands ot 
them are being made by keen merchants 
who have recognized the profits obtain- 
able through the sale of TreZur full- 
fashioned silk hosiery. 


bGbboahoerabbibihihii iii 
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Join the Treasure Hunt! 


We invite every buyer visiting New York 
this season to call at our new showrooms. 


Geobbobboboo hihi i iii 


vw 


There’s Treasure in TREZUR. 


COMBINE HOSIERY CORPORATION 
1107 Broadway, New York 


i hh hh he be hb bp 


(See back cover) 
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AWHIRLWIND TURNOVER 


. HEN one has 
ten shoe stores 
that average an annu- A 


al hosiery business of 
$20,000 each, it is ap- 
parent that some sort 
of a comprehensive 
system is needed. The 
one that we have evolved is so 
simple that one bright girl can keep 
it running for weeks at a time with 
no special supervision on my part. 
It takes only two hours a day, too. 

Actual results tell the story. 
Through this simple system we have 
such a close check on the stock that 
we turn our investment over twice 
every month, or twenty-four times 
a year. It is possible for a store 
with a minimum of 500 pairs and a 
maximum stock of 1000 pairs of 
stockings to do a $20,000 hosiery 
business. This has been accom- 
plished. The head office in Atlanta 
can buy what is selling immediately. 
By keeping in stock only the real 
sellers, complete at all times, the 
pairage has been kept down to a 
minimum while the sales have been 
kept up. That means a speedy turn- 
over. 

Hosiery is bought from what we 
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By SAM B. EDISON 
Edison Brothers, Atlanta 


consider to be the one 
best mill for each 
grade. This concen- 
tration enables the 
mill to gage our wants 
to our mutual satis- 
faction, as will be ex- 
plained. It also pre- 
vents an endless number of stock 
numbers, which naturally tend to 
more confusion and detail work. 
As we carry only three grades, 
$1.45, $1.65 and $1.85, only three 
stock numbers are used. 

Each store makes out a daily re- 
port (see yellow sheet) that tells 
exactly what transpired in the hos- 
iery department that day, together 
with a record of the perpetual in- 
ventory. It shows just what sizes 
were sold in the separate colors and 
prices, the exchanges and refunds, 
what was received and the net pairs 
on hand at the close of business. 
Exchanges are treated as a refund 
and a sale proposition for record 
keeping purposes as the sheet shows. 
Exchanges received are marked in 
as a purchase and exchanges sold, 
as a sale, in the spaces provided. 
Cash register records accompany 
this report to verify the three pair 

















Valu, 
Sil hv to the 
O 


AND VERY SHEER 


IRON CLAD No. 807 is Pure Silk 
from top to toe with 4 ply mercer- 
ized lisle heel and toe for extra 
wear, and is a very exceptional 
value to retail at $1.00. Comes in 
these popular shades: 


Black White 

Atmosphere Champagne 

Skin Blonde 

Grain Sandust 

Parchment Moonlight 
French Nude 
Silver Gray 

Gun Metal Peachbloom 

Aloma 


$8.00 dozen 
Sizes 8 to 10% 
Immediate Delivery 


COOPER, WELLS and COMPANY 


250 Broad St., St Joseph, Mich. 
Mills at St. Joseph, Michigan, 
and Albany, Alabama 
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box sales which are at a reduced 
price. 

These daily reports are further 
checked by a pair count on the 15th 
of the month and a complete physi- 
cal inventory at the end of each 
month. 





HE home office keeps what is 

termed a “Major Sheet.” (See 
white sheet.) This is, in reality an 
accurate photograph of the hosiery 
stock in each store, for on this sheet 
the daily report is checked off. The 
“Check Through” in the upper 
right hand corner is a calendar 
which tells to what date the reports 
have been checked. The usual sys- 
| tem of straight black lines for goods 
Jin stock and red ink cross mark 
when sold is used. Merchandise 
received is noted on the extreme 
right hand column with the date 


MATERIAL 
ALL kK 
CAIFFON 





ATLANTA _____ HOSIERY STOCK 


SELLS POR cost 


47 8s 
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received and the number of pairs, 
as shown on the first line, 22/60 
means 60 pairs of Flesh were re- 
ceived Feb. 22. 

Exchanges and refunds are also 
noted in this column. On the back 
of the Major Sheet is the “Per 
petual Daily Record,” which is seli 
explanatory. This Major Sheet is 
checked monthly by the store’s in- 
ventory sheet for errors or losses 
and it is very rarely that it ever 
Convincing proof of the 
simplicity and accuracy of the sys- 
tem. 

To one having several 
these Major Sheets are of further 
use inasmuch as when a store may 
have one or two shades that are not 
showing the proper activity, or 
when a store is overloaded on cer- 
tain sizes, the condition may be re- 
lieved by transfering to another 


varies. 


stores 


MONTH 
Inv. End of AM: 31: ad 


CHECKED THROUGH 


» a) S) 8) *) 8] ale 


10 MERCHANDISE 


PERPETUAL DAILY RECORD 


The white sheet, or “Major Sheet,” referred to in the text, with reverse 
side, superimposed 
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Fleur de Lys 


HEEL 
Beautifies and Glorifies the Ankle of the American Girl 


No. 901—Picot top, all-silk, pure dye 
narrow Jacquard ciox, $22.50 
per dozen. 


No. 902—Picot top, all-silk, pure dye 


A Style Program especially arranged to 
answer the growing demand for Some- 
thing Different in Women’s Silk Hosiery. 
Each number the Essence of Refinement. 


No. 911—A Pure Dye all-silk chiffon 
stocking, with Interlined lisle top and 
sole, featuring the Fleur-de-Lys solid silk 
heel. Fully protected by Patent Rights. 
A Quality Stocking—price $22.75 per 
dozen. Suggested retail price $3.00 a 
pair. Colors—Black—White—Gun Metal 
—Gun Metal Beige—Flesh—Shell Grey 
— Seine — Pastel — French Tan — Des 


Gris—Parchment. 


wide mesh Jacquard clox, 
$22.50 per dozen. 

No. 990—Picot top, all silk, Paris Jac- 
quard mesh, $34.50 per dozen 
—Super Quality. 

No. 991—Picot top, all-silk Paris Jac- 
quard mesh, with clox, $34.50 
per dozen—Super Quality. 

All numbers for Immediate and Fall 

delivery. 


In the Latest PARISIAN Colors 


REG. U. S. PAT. OFF. 


KRUEGER-TOBIN CO., Inc. 


15 East 30th Street, New York City 
STYLE ORIGINATORS AND SPORTS HOSE CREATORS 
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store in another community. 

A leading question might well be 
asked, “How do you merchandise 
to get such a turnover?” All stores’ 
reports for the week previous are 
all checked on the Major Sheets by 
10:30 Monday morning. We do not 
carry any reserve stock in Atlanta 
or elsewhere, so 
obviously the 
thing to do is to 
fill up the gaps 
in the stock at 
once. Orders 
are mailed or 
wired to the 
mills by noon 
time, with a cer- 
tainty that the 
needed merchan- 
dise will be in 
the stores for 
the following Saturday’s business. 
The mills cooperate with us in this 
matter by shipping directly to the 
stores. So that the manufacturers 
may have some idea of our needs, 
we outline to them our requirements 
several months in advance. 


Reverse side of 
“vellow sheet” 


When it is necessary to wire in or- 
ders, we use the old shoe terminol- 
ogy of “Annie, Bessie,” etc., which 
translated in hosiery terms: “An- 
nie” equals 8; “Bessie,” 814; “Car- 
rie,” 9; “Daisy,” 9%; “Esther,” 
10. This code keeps the telegram 
from being complicated by a lot 
of numbers and so does away with 
possible mistakes. If some particu- 
lar number is having an extraor- 
dinary sale, it is reordered every 
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other day, if necessary. There is 
no chance of getting stuck bad on 
any number, for the stock is always 
kept at a minimum. 


F the sheet does not show the 
proper number of red ink marks, 
it acts as an 


alarm clock. This 
means that if 
the condition is 
general in all 
stores, some- 
thing is wrong. 
A P.M. is put 
on at once, and 
instructions are 
given to push 
this one number 
hard. The Ma- 
jor Sheets in- 
stantly tell the 
fast and slow 
sellers, so the problem reduces itself 
to a question of eliminating the bad 
actors and 
good ones. There is no necessity of 
anything but the real 


concentrating on the 


carrying 
sellers. 


Salesmanship in Selling Stockings 


The Chandler Stores are special- 
ists on one grade and one priced 
shoes only, viz., women’s $6.00 fast 
novelties. We drill into our sales- 
men’s minds that the shoes are al- 
ready sold when a customer enters 
the store. His job is to satisfac- 
torily and conscientiously fit her. 
His salesmanship begins when he 
sells hosiery. He is a fitter of shoes 
and a salesman of stockings. 





S4 





"EVERWEAR— EVERYWHERE” 





Horse and Buggy Merchandis- 








ing Has Passed On! 


The old type of shoe store, where nothing but shoes are sold, 
is fast passing out with the horse and buggy. 

Today shoppers expect a hosiery department in the store where 
they buy shoes. It assures costume-matching, a paramount 
necessity to the modern, style-educated woman. 


And tomorrow’s merchandising? — Already purses, yes, even 
umbrellas and gloves, are proving profitable shoe store additions 
—again because harmony demands. 


Everwear, alert to merchandising changes, offers a line that 
premeditates these harmonizing demands for the newer tones 
in purses, gloves and shoes. Everwear also sanely plans for 
the retailer's greater growth by sponsoring only those latest 
creations which are test-proven good investments. 


Even if you now handle this line, are you sure you know its 
newest numbers? Write or wire for full information or for 
a representative to call. 


THE EVERWEAR HOSIERY COMPANY 
Pioneer Makers of Quality Hosiery for Women, Men and Children 
MILWAUKEE 3 WISCONSIN 
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Research work on our part has 
proved that if a man mentions hose 
to every customer to whom he sells 
shoes, one customer out of every 
three will buy stockings. We know 
this “law of av- 
erages” to be 
correct. The 
drawback is that 
the men selling 
shoes do not al- 
ways mention 
hose as regu- 
larly as they 
should. To make 
certain that they 
will, we have 
formulat- 
ed a rule that 
each man must 
be responsible 
for the sale of 
one pair of 
stockings to 
every three 
pairs of shoes 
that he sells. 

We do not 
tackle the men 
way, saying, “you must do this,” but 
reach them through their vulnerable 
point, their pocketbook. To keep 
their interest sustained, 
them ten cents for each customer of 
theirs that purchases _ stockings. 
There is also a store monthly prize 
contest of $3 to the highest and $2 
to the next man who sells the most 
lose. Aside from that, each store 
has what we term a “penalty pot.” 
This is made up of a ten cent fine 


* [ew 


in a cold-blooded 


we give 
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for each sale under the required 
quota. If a man sells 120 pairs of 
shoes for the week, his hose quota 
would be 40 pairs. Say he only sells 
30 pairs of stockings, then he is out 
times ten 
cents, or one 
dollar. This pot 
is equally divid- 


ten 


ed each week 
among the men 
who exceed the 
quota. In Atlan- 
ta recently only 
man went 
the 
He received 
$4.60 from the 
pot, $3 for first 
prize and $3.40 
in P. M.’s, mak- 


one 


over quota. 


ing a total of 
$11 for that one 
week. 


To induce 
customers to buy 
three 
stockings at 
once, we make a slightly lower price 
by the box, and to make the hosiery 
girls remember this, we pay them 
ten cents extra for each three pairs 
sale. On their multiple sales, the 


pairs of 


shoeman gets only credit for one 
pair, as the salesmanship credit be- 
longs to the girl rather than to him. 
Every month sees a contest among 
the girls. Three pairs of hose go to 
the one who sells the greatest num- 
ber of some particular hose we are 
anxious to close out. 





Order Our New 
Special Summer Weight 
Pattern No. 1081 


New 
Pattern 
Style No. 1051. 
A brand new 
Lisle and Vis- 
cose style. Each 
pattern a real 
harmony of threc 

evlors. 


Summer Weight 


Style No. 1081. Special 
summer weight Lisle and 
Viscose. Picked color combi- 
nations. 


All of our present patterns 
blend with summer suiting fab- 


rics, and are made the proper 
. Vv ° 
weight so that patterns appear pepuine 
Style No. 1021 
as sharp and clear on the foot Adistine- 
tive woven in 
as in the box. 


combination. 


Dollar retailers. 


HIRNER HOSIERY CO. 
ALLENTOWN, PA. 


Philadelphia, Pa., Office: R. H. Aucott, 
Queen Lane National Bank Bldg. 





Citeage, Ill., Office: Gale V. Smith, 408 S. IMMEDIATE 
Wells St. « 
Cleveland, Ohio, Office: Ralph Smith, 1426 

W. 8rd St. DELIVERY 
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ALLSET FOR THE SHOW 
wR 


OSIERY will get more of a 

look-in with the public dur- 
ing the week of July 18 than any 
other week in the year. No, the 
girls are not going to wear shorter 
skirts that week. The hosiery, for 
the most part, will be revealed on 
other than the human form. The 
place is the Waldorf-Astoria Hotel, 
New York, and the occasion the sec- 
ond annual National Exposition of 
American Manufactured Hosiery 
and Underwear, to give it its full 
title. The entire ball room floor of 
the Waldorf will be devoted to the 
exposition, in which practically all 
the leading hosiery firms in the 
country will take part. 

The annual exposition in the ho- 
siery and underwear trades was 
started last year and held, under ad- 
verse circumstances, in the grill 
room of the Hotel McAlpin. Despite 
close and unventilated quarters, the 
exposition drew a crowd of 65,000 
persons and received considerable 
publicity. The exposition this year 
will be much larger. 

Wholesale and retail buyers only 
will be admitted to the exhibits be- 
tween the hours of 11 a. m. and 4 
p.m. The exposition will then be 
thrown open daily to the public from 
4to ll p.m. 

It is proposed again to award that 
buyer who shall come from the most 
distant point a prize that, according 
to the committee, will make the trip 
worth while. To enliven the occa- 
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sion one of the city’s leading or- 
chestras will render popular selec- 
tions. It is also proposed to have 
the largest and smallest stockings in 
existence on exhibition. Moreover, 
a news reel showing the production 
of silk hosiery from raw silk to the 
finished product on the limbs of mo- 
tion picture stars will be shown in 
connection with the national hosiery 
and underwear week planned for 
July 25-30 in leading houses 
throughout the country. 

More than 100 exhibitors will dis- 
play their wares in the show. Many 
of them will have living models, and 
in some cases will have miniature 
fashion shows. A fashion show will 
be staged in one of the larger rooms 
in which all exhibitors will partici- 
pate. Contests of various kinds will 
be staged, and public interest will 
be secured through various stunts. 

The Textile Division of the De- 
partment of Commerce, of which 
Edward T. Pickard is the chief, has 
requested that the committee ar- 
ranging for the exhibits reserve a 
booth of 100 square feet for a dis- 
play of Government statistics and 
time-savers of vital importance to 
both manufacturers and dealers of 
hosiery and underwear. Mr. Pick- 
ard further advised the committee 
that he will send an expert from his 
division in Washington to explain 
to visitors at the exposition the 
means by which they may best take 
advantage of information compiled 
by his men. 








New fall numbers in infants’ socks, 
children’s sport hose and misses’ stock- 
ings shown by Moore & Fisher 





















Below—The new outline 
line, made on jacquard 
machine and recently in- 
troduced by the Phoenix 
Hosiery Company 


Below at left—lIllus- 
trating the trend 
toward neat figures on 
dark grounds in men’s 
golf hose for fall. 
An imported number 
in gray, with black 
and white broken 
checks, by Westmin- 
ster, Ltd. 









At right—The new De-Lite 
heel, in jacquard self-color 
effect, introduced on the mar- 
ket by the Rosenhain Com- 
pany, Inc. 
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They are wearing them 
plainer. Johnny Farrell, 
who won the $1,000 prize 
for being the best dressed 
golfer at the National 
Open, Oakmont, Pa., late 
last month, wore plain 
ribbed hosiery in solid 
color 


Dark grounds with light 
figures are new ideas in 
men’s hose for fall. Here 
is a plain black woolen 
number, in three varie- 
ties of imposed white fig- 
ures. Courtesy of West- 
minster, Ltd. 
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Contrasting heels are 

still good. This is the 

Onyx version of the 

“Black Bottom” on a 
white hose 




























No Need to Regret the Money 
Others Have Made— 
~ There’ s Still Time to Start 


T the Hosiery Exhibition at the Waldorf 
this month (July 18th to 23rd) there 
will be several Gotham-Onyx booths 
in which the displays, at first glance, 
will seem far from spectacular. 
, These displays will consist, in the 
main, of charts and figures. They will illustrate 
f: the growth of hosiery departments in retail 
stores which it has been our privilege to serve, 
and they will present the proof that Onyx is, to- 
day, the nation’s most popular silk stocking. 
Consider these charts for a moment. See how A, 
B and C’s hosiery business shot to never-before- 
reached heights. 
Looking at the charts is something like seeing a 
quotation of 150 onastock you hesitated to buy at 
30. But the comparison stops there for it is not too 
late to start with Onyx Pointex Silk Stockings— 
You can have them now. 
Our offices, where every hosiery merchant is always 
welcome, are at 36th Street and Fifth Avenue, just a 
step from the Waldorf. And if you cannot visit 
the exhibition your letter will bring particulars. 











GOTHAM SILK HosIigEryY Co., INC. 


Manufacturers 
389 FirrH Avenue, New York 


Onyx & Pointex 
Salk Stockings 


MILLS AT PHILADELPHIA, DOVER, WHARTON, PASSAIC AND NEW YORK 

















Boot and Shoe Recorder, July 2, 1927 






























=a 


1927 
























How to Build 





Hosiery Profits 


1 Pick a good line—one 
*. good from every 
angle; mark-up, quality, 
selling points, deliveries, 
colors, manufacturer’s ser- 
vice to you, manufacturer’s 
service to consumers. 


2 Display the hosiery; 
¢ tell your customers 
about it by letter, booklet, 
window and newspaper. 


Consider these points as 
the cylinders of an en- 
Get hitting on all 
four and the profits must 


GOTHAM 


GOLD STRIPE 
Silk Stockines that Wear 


gine. 


roll in. 


Gotham Silk Hosiery 


MANUFACTURERS 


389 Fifth Avenue 


Mitts at: PHILADELPHIA, Dover, Passaic, 
WHARTON AND New York 


3 Instruct, or let the 
¢ manufacturer instruct, 
your hosiery salespeople in 
the particular selling fea- 
tures of the line you have 
chosen. 


Keep stocks always 

* complete, but adjust 
them closely to sales, so that 
your investment is always 
held to a minimum. 


Co., Inc. 


New York City 
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Our Record Shows Why 


YOU WILL PROFIT WITH 
A FRANCHISE FOR SELLING 


Silver 





SILK STOCKINGS 














We Were— 
First —————to make silk stockings with a patented reinforced garter band. 
First to make stockings with the patented lock chain stitch, 
First to make stockings with eight thread Sea Island toes. 
First to pack silk stockings in a window front box (the 
color shows through). 
First to give our dealers automatic stock control. 


First——to give free hosiery repair service. 


First—to supply a complete original sales 
y 
promotion plan, incorporating every 
phase of hosiery retailing. 
This plan is incorporated in a book with exact direc- 
tions for utilizing 51 classifications of promotion. 


In addition to the above, we exchange colors free. 
Profits are guaranteed to dealers handling Silver Star. 


TRIPLE WEAR HOSIERY MILLS 
Herbert and Worth Streets Philadelphia, Pa. 
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DRESS ACCESSORIES 


HE well-known Webster says 

the gown is not the complete 
costume. Dress authorities agree 
with him. They go farther and 
state that in the well-rounded cos- 
tume the accessories must be defi- 
nitely related. So we illustrate here 
a fine example of this theory of rela- 
tivity in accessories. The Sportasol 
is of black and white checked silk. 
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The semi-sports shoes are inlaid with 
a checkered pattern and topped by 
hosiery clocked from the top in 
black. The hat is made of neutral 
colored straw. These, then, are the 
correct complements of the white 
summer semi-sports costume. Ac- 
cessories photographed through the 
courtesy of Saks, Fifth Avenue, 
New York. 









Sh!...a 


Get ready now for our 
October Style Opening. 
Why? Well, read this... 


HE McCallum Semi-Annual Style Openings now stand 
on their own merits. Ask any dealer who has consist- 






















ently tied up with the event during the past two years. 

This fall the Style Opening period is going to be bigger 
than ever. Why? Because for months our mills have been 
working on new numbers to balance up the popular-priced 
end of our line. Five new numbers are now in the line for fall. 

Never in the history of the McCallum Hosiery Company 
has the line been so complete—complete in style numbers to 
meet the needs of any hosiery department from $1.65 retail 
up—complete in distinctive salable colors—complete in 
advertising support to help you merchandise the line to 
the consumer. 

As in past events, we are focusing our advertising on the 
October buying period—October 3 to 15. This will consist 
of full-page advertisements in Delineator, Vogue, Harper's 
Bazar, and Vanity Fair. And to top off the campaign we 
borrowed a good idea from you—a “department store page” 
which will appear in the Ladies’ Home Journal and Good 
Housekeeping. It is built like all good department store 


RETAIL SELLING CONCENTRATION T O <¢ 
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pages, featuring the new McCallum numbers as well as other 
established style numbers in our line. 

For the Fall Style Openings, October 3 to 15, we will 
also have the finest assortment of counter and window dis- 
play materials that McCallum has ever offered—and a full 
assortment of mat illustrations and advertisements for your 
local newspaper advertising. Let us send this material to you 
—just say the word. Free, of course, to regular McCallum 
dealers. 

The finishing touches depend on you. You are the one 
to make the next Style Opening a success. It might be well to 
look over your McCallum stock, too. Maybe it needs filling 
in, in places. McCallum Hosiery Co., Northampton, Mass. 


RE Callum 
Silk Hoste ry 


ON; OCTOBER THIRD TO FIFTEENTH 
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HITTING THE PACE FOR FALL 
te Te 


ANCY heels no longer hold 

the center of the hosiery stage. 

So many new varieties have 
been introduced that the game has 
become a bit overdone, so far as big 
volume is concerned, and both man- 
ufacturers and retailers are turning 
attention to other features to give 
new zest to hosiery merchandising. 
Black or contrasting colored heels 
are still selling, and in some sections 
of the country are selling big, but 
they have hit the bargain counters 
in certain spots, and profits have 
been lessened considerably. As has 
been stated frequently, the black 
heel on gunmetal or gray looks like 
a permanent feature in hosiery now. 
The other combinations are more 
or less novelties that will sell in 
slight volume. A number of new 
heels have been put on the market 
recently, notably the “outline” heel 
by Phoenix, a Rainbow or mottled 
colored heel by Artcraft, the Fleur- 
de-Lis by Kreuger-Tobin, and sev- 
eral others. Still more are coming 
along and will be shown in the near 
future. 

Great attention, however, is be- 
ing given other new things. Mesh 
or net hose are growing in impor- 
tance, and some new ideas have been 
developed along the line of fancy 
clocks on mesh stockings. More of 
this will be seen in the next month 
or two, no. doubt. Some of them 


will be “sprung” at the hosiery show 
in New York this month. 

In a general way, the style situa- 
tion for fall in women‘s hosiery is 
shaping up something like this: 

Chiffons will be as popular as they 
were last fall and winter. Semi- 
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shears will gain in volume. There 
will be a big demand for long stock- 
ings, 29, 30 and 31-inch hosiery, 
silk to the top, or with a small cotton 
welt at the top. Colors will grow 
darker, and the yellowish tans, from 
present indications, are expected to 
lead. With brown shoes, lighter 
shades of hosiery will be worn. With 
black shoes the darker nude tones, 
with a tan cast, will be good. From 
advance orders already on manufac- 
turers’ books, there is more faith in 
fancy silk and wool sport hose for 
women and misses for the fall and 
winter selling. It is recalled that 
many retailers were short of this 
type of merchandise last year. 

The summer season so far has 
been rather disappointing from the 
retail angle. White business, except 
in a few isolated centers, has not 
been up to expectations. Whites 
have been cut into by the lighter 
colored hose. On Long Island and 
at other smart summer resorts white 
shoes are being worn with sun- 
burned shades in hosiery more than 
with plain white hosiery. 

The trend, in the last few weeks 
has been decidedly toward the tawny 
nude shades and away from the rosy 
tints. The Color Card Association 
has selected two new tawny shades 
for fall, mirage, a grey-beige, and 
Yosemite, a decidedly golden lus- 
tred color. This trend toward the 
tawny shades will bear most care- 
ful watching. If it gains, as many 
experts believe it will, it means a 
much lower demand for the rosy 
beige tinted hosiery now on the 
shelves of many retailers. 
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DARKER AND PLAINER 


Says the Well-Dressed Man 
in Picking Hosiery 


ARDROBES of well- 
dressed men next fall and 
winter will contain more conserva- 
tive hosiery than they have for a 
long, long time. The trend toward 
plainer and neater effects is gaining 
ground steadily, more rapidly in the 
higher priced lines, where solid 
colors, broken by small decorations 
in color, clocks or stripes lead the 
field in advance orders from houses 
that know what is what and who 
will wear it. There is a lot of talk 
in the market about absolutely plain 
half hose for fall and winter. This 
should be taken with a grain of salt, 
also with considerable caution. It 
is true that in the high-priced lines 
there has been a bigger demand for 
plain, solid color half hose, but even 
in those lines they are not expected, 
in the opinion of those who are style 
wise, to run more than 25 per cent 
in total volume of half hose busi- 
ness. Plain color grounds, though, 
are coming in strong. Black grounds, 
navy blue grounds and a rich green 
ground are high lights in the style 
trend at present. Accordion and 
ribbed hose are coming back, not the 
heavy lads of the immediate post- 
war period, but light weights in 
wool and silk and wool. There is a 
good demand for English six and 
three ribs. 

By the way, weight is important 
in fall and winter hosiery. Men no 
longer want thick, heavy woolen 
hose, but they do like the softness 
of wool or wool and silk mixtures. 
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Buy ’em light in weight and soft 
and you will please most of your 
customers. Silk and wool mixtures 
are touted to go big in the high- 
priced lines. In lower priced mer- 
chandise rayon or cotton replaces 
the silk. All wool in light weights 
will go over in both classes. 

In the 50 cent to $1 retail num- 
bers, patterns are a little. less wild 
than they have been, but still strik- 
ing enough to catch the fancy of the 
young men who are the principal 
buyers of this type of hosiery. 
More and brighter colors prevail 
than in the higher priced lines, 
although the tendency toward stripes 
and clocks is pronounced. Checks 
and diamond effects are still good 
and will carry through the winter in 
the lower priced lines. 

When it comes to golf stockings, 
the trend is decidedly. toward the 
plain effects. More plain ribbed hose 
are being sold now, and the ten- 
dency toward them will increase in 
the later months of the year. Here. 
as in half hose, dark grounds with 
neat effects, principally in checks 
and diamonds, in small rather than 
large pattern, are the best style num- 
bers. Green as a color for golf hose 
will be seen in the high-priced lines. 
It won't do in the cheaper grades 
because of the difficulty in getting 
a good green dye that will take on 
the cheaper and mixed yarns. Green, 
then, promises to be restricted pretty 
well to the expensive golf hose. 











GUARANTEED 
WITHOUT LIMIT 














Sells for 
ONE DOLLAR 


No. 100 — $7.75 per doz. 


You can guarantee this stocking 
to your trade without fear. We 
stand behind it and will replace 
any stocking regardless of wear. 


Send for Sample 
AT ONCE 


J. R. Beaton Co., Inc. 
468 Fourtu Ave., New York 


CHICAGO BOSTON 

227 W. Jackson Blvd. 99 Chauncy Street 
ATLANTA EATT 

246 Peachtree Arcade Terminal Sales Bldg. 


SAN FRANCISCO 
133 Kearny Street 





~ Hosiery Market Chat 
New Chain Formed 


A new chain store organization, 
to be known as the Gold Point 
Hosiery Co., to handle Gotham and 
Onyx hosiery has been formed. 
according to formal announcement. 
Other than handling the Gotham 
and Onyx products, the new organ- 
ization, it is said, has no connection 
with the Gotham Silk Hosiery Co. 
The new organization is headed by 
Arthur A. Landau, former Chicago 
manager for the Manhattan Shirt 
Co.; and includes Louis B. Tim, 
one time vice-president of the Man- 
hattan Shirt Co. ; George Wakefield, 
chairman of the board of Kaynee 
Co., Cleveland ; Leo S. Lebosky, at- 
torney for Schulte Stores Co., and 
Edward M. Bertha of Chicago, 
president of Fidelity Tire & Rubber 
Co. 

The company plans to begin 
operations with twelve stores and to 
expand as rapidly as business war- 
rants. Mr. Tim was the prime 
mover in the organization of the 
new company, which has a Dela- 
ware charter. 


Berkowitz Joins Miller 


The Miller Hosiery Co., Inc., of 
330 Fifth Avenue, New York, dis- 
tributors of the Romilla Hosiery 
line, announces the addition of J. 
A. Berkowitz to its sales staff, ef- 
fective June 1. Mr. Berkowitz, one 
of the best known hosiery and un- 
derwear salesmen in this territory, 
formerly covered metropolitan trade 
for the Allen A Co., and previously 
was associated for several years 
with the Munsingwear Corp. 
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New Everwear Man 


Horace E. Clark has been ap- 
pointed advertising manager of the 
Everwear Hosiery Co. of Milwau- 
kee. He is the first advertising 
manager the company has ever had. 
Mr. Clark is a graduate of Coe Col- 
lege, Cedar Rapids, Iowa, and was 
with the Rollins Hosiery Mills at 
Des Moines, Iowa, as assistant ad- 
vertising manager for five years. 
The Everwear company is reorgan- 
izing its sales force, and the ap- 
pointment of an advertising mana- 
ger is in line with the new sales 
policy of the firm. 


Lehigh Manages Doris 


The Doris Silk Hosiery Co. of 
Paterson, N. J., is now operating 
under the management of the Le- 
high Silk Hosiery Mills, Inc., and 
the change in the personnel has al- 
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ready made its impression upon the 
trade. Fine gage machines have 
been installed, and additional equip- 
ment, now in process of installation, 
will materially increase the produc- 
tion of fine, pure dye chiffon 
hosiery. The Doris line is on dis- 
play at the offices of the Lehigh 
Silk Hosiery Mills, Inc., 294 Fifth 
Avenue, New York City, and the 
sales organization of the latter con- 
cern is showing the new product of 
the Doris Mill. 


Fred Smith Dead 


Fred Smith, vice-president of the 
Finery Silk Stocking Co. of New 
York, who has charge of the Mid- 
Western territory, died last month. 
He was well known in the trade, 
and because of his tireless energy 
and splendid qualities had won the 





Figures and Drapes Aid Display 





The background, consisting of the travetine wall of the window, the 
plainness of which is broken by the drapery and screen, add materially 
to the attractiveness of this hosiery display at A. I. Namm & Son, 


Brooklyn, N.Y. 


Hosiery and Shoe Store Accessories 


The figure also gives the window added charm 
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Newest 
Self Color 
DELITE HEEL 














A Brand New 
Heel Design 
$16.00 


All the newest colors 
Immediate deliveries 
Send orders to 


ROSENHAIN 


COMPANY, INC. 
220 Fifth Ave., New York 








Cosaine Hosiery 





admiration of his business associ- 
ates and acquaintances. His terri- 
tory has been taken over by his 
brother, Ralph Smith. 


Selling Assortments 


In trying to overcome the diffi- 


culties imposed on manufacturers 


by hand to mouth buying, the Ever- 
wear Hosiery Co. has _ prepared 
eight different assortments of hos- 
iery, varying from 10 to 60 dozens, 
some of them consisting solely of 
women’s hose, some of men’s hose, 
and others of both. The prices of 
the various assortments, to the re- 
tailer, run from $120 to $603. 
Orders are being solicited on the 
basis of supplying complete stocks, 
through these assortments, for dif- 
ferent requirements. 


Big Export Business 


Pedro J. Urmeneta, export man- 
ager for the Phoenix Hosiery Co., 
of Milwaukee, has just returned to 
the Milwaukee offices after a nine 
months’ journey that took him into 
Australia, South America and Eu- 
rope. “Domestic hosiery manufac- 
turers,” Mr. Urmeneta said, “are 
building up large sales abroad, vir- 
tually without foreign competition. 
The keenest rivalry exists among 
American companies in this foreign 
business. Exports of the product 
are running about the same as last 
year. In many European countries, 
women have gone in for silk 
hosiery, fiber mixtures enjoying 
the widest demand. This is due to 
the lack of purchasing power rather 
than a preference for non-silk 
stockings.” 
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Above—An eye-catch- 
ing window recently 
arranged by I. E. 
Eldridge, display man- 
ager for R. H. Macy 
& Co., Inc., NewYork. 
Sport hose only were 
used, but they were 
arranged in families 
in the unit style. 


Right—New unit dis- 
play which shows a 
studied carefulness in 
draping hosiery, a 
most difficult art. 




















IMPLICITY strikes home with a sharp and posi- 
tive impression. Elaborateness being hazy and ill- 
defined requires time for comprehension. 


Create your windows by the two simple rules of ad- 
vertising. Get the attention of your prospect, and create 
a desire for your goods. Since the latter is impossible 
without the former, the order cannot be reversed. And 
remember—simplicity is the quickest route to attention. 


Hosiery and Shoe Store Accessories 
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‘Womans 5 place is in the 


Barber Shop 


Were the men who waited talking about the 
Dempsey-Sharkey mill? Were the men talk- 
ing about Mr. Ford’s latest pike pest? Were 
they discussing chemistry in terms of malt ex- 
tracts? Or maybe the weather? No, reader, 
they were not. They spoke of hosiery and the 
ever-increasing display of it. 

These ten customers are no different from the 13,- 
000 subscribers to the Boot AND SHOE RECORDER. 
They, too, are earnestly talking about “HOSIERY,” 
the well-turned out monthly section of this weekly 
guide, counselor and friend of the shoe merchant. 
Being large buyers of hosiery, and hosiery being a 
fast-moving game, they are tickled to get its expert 
editorial advice and to act on its advertising sug- 


gestions. 
Emphatically—the place for the hosiery advertisement is in 
HOSIERY—every month! 


Boot and Shoe Recorder, July 2, 1927 





"4 


less 
men, 
cross 
well- 
and 


q 


Hoste 








HERE she sat, one 
poor lone woman 
among ten more or 
less untonsured gentle- 
men. Being cultured, she 
crossed her legs like the 
well-bred girl she was, 
and displayed — the ut- 


most composure. MATHUR Weel IArvn GRout 


Hosiery and Shoe Store Accessones 





























“‘Bernes’’ were distinguished 
Knights of the 13th or 14th 
century, and famous for their 
integrity and honor. We 
have chosen a Berne as a 
trade mark figure, since 
typifies the high quality of 
our hosiery. 





A $1.85 Stocking for 


Style No. 711—Full fashioned 42 gauge 
service weight, 25 inch silk boot, 50 
courses to the inch, very narrow lisle 
top. 
in our own dye plant. 

able value at the price. 


Berne Hosiery Mills 


“The Criterions of Good Hosiery” 


$12.50 Per Dozen! 


Twenty popular colors, produced 
A really remark- 
Price, $12.50 per doz. 


Send for samples today so that 
you yourself can see its supe- 
rior value. 


Reading, Pa. 











Darker Shades for Fall 


| / HE hosiery colors issued for 
fall 1927 by The Textile 


Color Card Association in 
cooperation with the National As- 
sociation of Hosiery and Under- 
wear Manufacturers comprise deli- 
cate shades for evening and darker 
tones for daytime wear. 

The new evening tints are opera 
pink—a faint rose which harmon- 
izes with débutante pink on the fall 
1927 card; opal mauve—a pale vio- 
let, and illusive nude 
shade with a dusty mauve cast, 
adaptable to daytime and evening 
wear. , 

Mirage is a 
suited to blend 





shade admirably 
with afternoon 


subtle grayish beige. 
a decidedly 


for 


gowns —a 
Yosemite has 
lustre appropriate 
Bronze nude is a medium brown 
with a gold sheen. Seasand suggests 
the light grayish tan of the ocean 
beach, and manon is a medium 
brownish gray. Merida — named 
for a city in Mexico, is a soft café 
au lait color, while Beechnut is a 
shade darker. Rifle is a dull slate 
gray. 

Other colors repeated from form- 
er cards because of their popularity 
are harvest, moonlight, French 
nude, grain, dove gray, evenglow, 
blue fox, aloma and beige. 

Also incorporated in the hosiery 


golden 
autumn 
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In Children’s Hose We carry these in 


We offer a wide assortment of fast selling popular of colors for immedi- 
priced styles for the little tots of six months as ate delivery. One of 
well as the older brothers and sisters up to ten the pleasing things 
years. that can be said about 


Rayon, lisle and mixtures in endless color effects Hollywood Hose is the 
are here to suit every whim and fancy. 


Write for samples of our big 25 cent sellers, style 
No. 1079—fancy top rayon half sock. 


TOEWEAR HOSIERY, Inc., NORRISTOWN, PA. 


HOLLY Wwooy) 
HOSE 
Full Fashioned 


A very particular 
hose for’ particular 
women in three styles 
—ALL SILK CHIF- 
FON; All Silk Service 
Weight, and Service 
Weight with 4 Inch 
Lisle Top, retailing 
from $1.50 to $1.85. 


stock in a wide range 





habit women have of 
coming back for more. 


Write for samples. 





card are the shoe colors, giving the 
additional service of a combined 
shoe, hosiery and leather card, and 
a composite picture of the colors 
featured by these related industries. 
The six fall shoe colors chosen by 
the allied shoe and leather com- 
mittee appointed by the Tanners’ 
Council, National Boot and Shoe 
Manufacturers’ Assoc'ation and the 
National Shoe Retailers’ Associa- 
tion in cooperation with The Tex- 
tile Color Card Association are 
“Brierwood,” a rich mahogany; 
Andorra, a warm deep toned brown, 
and Whippet a neutral shade bor- 
dering on a medium fawn. The 
well known stroller tan, a rust 
shade; sauterne, a light gold tinted 
tan, and plaza gray, a pleasing me- 
dium tone, have been retained and 
will again be featured. 
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CANNOT TARNISH 
OR RUST— 





This high grade exquisite buckle 
in platinoid finish is only one of 
many designs in this material. 
We work with you and carry out 
your ideas. 


L. ALTERSON & CO. 


Creators of Shoe Ornaments and 
Buckles 


54 W. 21st St., New York, N. Y. 
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“Danced the Night Thru—Hose Like New” 


Larkwood Crystal Clear Chiffon Hosiery for Evening, Afternoon and Sportswear 
Improved With the Extra “V” Shaped Reinforcement, in TOE 


Style 500—Durable, clear sheer Chiffon, Style 2400, ‘“‘PRIZMA HEELS” in beauti- 
ful Rainbow effects, EXCLUSIVE—DIS- 


Vamp-Toe of course with the 
Larkwood Paisley Band. 
(Reg. U. 8S. Pat. Off.) 

Suggested Retail Price $1.95 pair. 


TINCTIVE. Smartest for Evening and Sports- 
Suggested Retail Price $2.50 pair. 
GET OUR SALES PLAN 
JOHN C. LARKIN, Director of Sales 
REALART SILK HOSIERY MILLS, 200 Fifth Ave., New York 


Visit our Exhibit, Booth No. 81, National Hosiery & Underwear Exposftion 
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